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In THE SATURDAY EVENING POST 








APRIL 8 
ISSUE 


I you are looking for shoes to build business that ‘that customers know—quality to brag about— 
stays by you—study the Freeman line. Acomplete _ value that speaks for itself... . For progressive shoe 
line— Bootmakers, Master Fitters, and regular Free- |= merchants who want to better themselves now— 
mans—to fit a variety of pocket-books. A name Freemans the find! . . . When may we show you? 


FREEMAN SHOE CORPORATION «+ BELOIT, WISCONSIN 





BOOT AND SHOE RECORDER 


GERALD GALLODY, manager of 
the Ansonia, tied up Times Square 
traffic in a snarl over pretty legs. 
He had to cease and desist his win- 
dow display contest. You see, 
Ansonia has a store window at the 
corner of 47th Street and Broad- 


way. It’s a display place and not 
for shoe selling. So, in the spirit of 
showmanship, he staged a “Pretty 
Legs Contest.” The first prize was 
to be a job with Billy Rose’s World 
Fair Aquacade and $50.00; the sec- 
ond prize, $25.00; third, $10.00 
and seven more prizes of shoes. 

A platform had been built in the 
window across which the contestants 
walked, one at a time, in front of 
Eleanor Holm and George Jessel, 
the judges. Radio announcers in- 
troduced them and described their 
costumes, consisting mainly of bath- 
ing suits. 

It had been realized the public 
might be interested in a contest 
open to any young woman between 
the ages of 16 and 26, provided 
only that she had two legs. A spe- 


APRIL 8, 1939 


ALD) 


cial railing had been built to hold 
the crowd back and the plate glass 
had been removed from the window 
in which the judging platform was 
set. The crowd packed the side- 
walk, overflowed into the street and 
was impeding traffic when the 
twentieth contestant paraded. Be- 
fore the twenty-first young woman 
could come on, patrolmen stopped 
the show because it was impeding 
traffic. 


a ” - 


ED. HAAN and his partner, C. T. 
Cole, of Cole Rood & Haan Com- 
pany of Chicago, know the joy of 
craftsmanship; and they run a busy 
shop where a lot of benched shoes 


for men are made. Seven pairs 
were a feature of recent weeks, each 
to retail at $50.00 per pair, and the 
hand work on each pair for the 
uppers alone was $11.00. In this 
world of price shoes, there still are 
those who want the best and will 
pay to get it. 
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GERALD McCANN, men’s wear 
editor of the New York Herald 
Tribune, says: 

“Following an article | wrote 
some weeks ago on the methods 
that tailors use to make their cus- 
tomers look taller, I have received 


_ 
, > ae LOOK TAL LER 


a2 


several letters asking me for in- 
formation about the local boot- 
maker who specializes in shoes that 
actually add a couple of inches to 
a man’s height. I knew that actors 
often used such shoes professionally 
—-when they were cast opposite a 
woman who was taller than they— 
but I had no idea that they would 
be of interest to men in ordinary 
life. Interviewing the bootmaker— 
a man well over six feet who, 
nevertheless, is unusually enthusias- 
tic about his work, I found that the 
bulk of his business does not come 
from very short men, that the aver- 
age height of his customers is five 
feet eight; and he showed me a 
pair, size ten, that he was making 
for a man who stands over six feet! 
He explained these by saying that 
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the customer felt they improved his 
posture. When I expressed my 
skepticism he told me about an of- 
ficer at West Point who wore them 
for the same reason, and who was 
so sold on the idea that he had 
advised several cadets to order 
them. Another customer is a golf 
professional who says that they 
give him a better balance. A great 
many well-known actors wear them 
all the time, but the shoe man feels, 
and I agree with him, that it would 
be an invasion of privacy to name 
them. 

“An important virtue of these 
shoes is that they are not conspic- 
uous except for their good shapes. 
Heels are of ordinary height, toes 
are conventional. Examining them, 
the only difference I could see be- 
tween them and ordinary shoes was 
that the uppers come up a little 
higher in back. But the height of 


this part varies any way in differ- 











ent makes of shoes; furthermore, 
it should be partly covered by the 
cuffs of your trousers. 

“The build-up is managed from 
inside; a cork innersole, somewhat 
higher at the heel than at the ball 
of the foot, is built in. This is 
comfortable, and not inflexible. The 
prices seem reasonable; seventeen 
dollars to nineteen fifty for a com- 
prehensive line of styles made to 
order from standard leathers.” 


THE Twentieth Annual Boston 
Shoe Fair will be made a four-day 
event this year—Monday to Thurs- 
day—June 5, 6, 7, 8. Two official 
hotels have been designated—the 
Statler and Parker House. Arrange- 
ments have been made with the of- 
ficial hotels that they are to bill 
exhibitors for only the number of 
days that they occupy their rooms, 
so that if any exhibitors use their 
rooms only three days, they will 
not be billed for the full four days 
of the show. 














—Arrived recently on a trans-At- 
lantic express liner an accredited 


of a , virile, 


representative 
highly industrialized 
tion. 

Sea tae coathpentgtoed 

rge nea 
exhibition building which his coun- 
was having erected at the New 
display of somples ofits indestil 
i sam its industria 
and cultural progress. 

—Imagine his utter dismay and 
griet, however, when he learned, 
on arriving here, that his coun- 
try no longer existed. 

—This tragic human interest story 
received some attention in the 
daily press, and was then prompt- 
ly forgotten. 

—On the very same day the whole 
nation was thrown into amused ex- 
citement over the rumor that the 
one and only chip off the old 
block, Charlie McCarthy, had 
been kidnapped from right under 
the schnozzle of his stooge, Edgar 
Bergen. 

—Newspa devoted columns to 

bhcity 


pean na- 


this pu stunt and for several 
days the lingua populi was wag- 
ging on the McCarthy theme. 


<a criticism of a national in- 

igence or sym etic interest 
is intended by reference to the 
above sharply contrasting reac- 
tions. 

—On the contrary, isn't it a grand 
and glorious tribute to our sense 
of balance and humor that we can 
still “get a laugh" in a world that 
is so convu with spasms, 
schisms and isms? 


ae > 


President 





EREPORTS to the Department of 
Commerce from the office of the 
American Consulate General at Ot- 
tawa are that Canadian boot and 
shoe factories are operating at the 
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height of seasonal production. Pro- 
duction is slightly higher than in 
1938, and about equal to that of 
1937 when almost 2,400,000 pairs 
of leather footwear were produced 
in March. 

Leather footwear imports into 
Canada during January totaled 29,- 
324 pairs compared with 11,391 
pairs during the same month in 
1938. Exports also increased from 
13,920 pairs in January, 1938, to 
23,666 pairs in the corresponding 
month of 1939. 


ALFRED VAMOS entertained his 
staff—thirty-two men and women— 
at a dinner at Zimmerman’s Hun- 
garia and for good measure, some 
manufacturers from New York, St. 
Louis and Columbus who were in 
New York at the time of the Styles 
Conference. 

Thus the growth of an idea of 
stretching leather expands the exec- 
utive staff of the business from three 
to thirty-two in less than four years. 
The idea was unique and original 
because it brought within the mate- 
rial itself its own quality of fit and 
adjustment. 

So, actually, the business-family 
group was celebrating an anniver- 
sary of an idea in the spirit of 
friendship and festivities. 


* ~ 7 


PERCY MILLEN, representing G. 
M. Tebbutt & Sons Ltd. of North- 
ampton, England, certainly knows 
his way about in America. His 
present trip marks his 95th crossing 
in the interchange of quality shoes 
and quality ideas. He is off on a 
transcontinental trip, slated for the 
Palmer House in Chicago around 
April 15th and the Biltmore Hotel 
in Los Angeles, about April 20th— 
meeting new and old friends en- 
route. No ambassador of good-will 
has been more faithful in his friend- 
ship than Mr. Millen over the years. 


- * ” 


WARD MELVILLE of the Mel- 
ville Shoe Corporation and M. L. 
Friedman of the A. S. Beck Shoe 
Company, have accepted the co- 
chairmanship of the Boot and Shoe 
Division of the GREATER NEW 
YORK FUND. They held a meet- 
ing on Thursday, March 30, to plan 
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solicitations and appeal for Com- 
munity Funds from employers and 
employees, to support the coordi- 
nated city’s charitable, welfare and 
health agencies. The Shoe Division 
made a fair showing last year but 
they hope to double the collections 
this year. 
. * * 

AN BATA, the Czechoslovakian 
shoe manufacturer, has returned to 
his plant in Zlin after a temporary 
residence in England. When the 
Czech crisis developed, he left 
Prague in his private airplane for 
Poland, thence to the Netherlands 
and England, to avoid Germany. 
He refused to discuss the situation 
and merely said: “My factory is 
working at full capacity.” 


N. L. SCHWARTZMAN of the 
Protex Products Company, New 
York, has an idea that may be revo- 
lutionary. He proposes substituting 
for the tissue paper traditional in 
cartons, Pliofilm, a transparent, 
individual shoe bag that safeguards 
the shoe from dust and moisture; 
and at the same time makes it trans- 
parently attractive. 

It is not a cellophane but rather 
« transparent film made from rub- 
ber, similar to the material used in 
umbrellas, raincoats, shower cur- 
tains, etc., but very much lighter in 
weight and yet strong and durable 
and very inexpensive. 

So few changes have been made 
in the packaging of shoes over the 
years that Mr. Schwartzman feels 
that something new is about due, 
particularly since the consumer has 
a final use for the Pliofilm shoe 
bags in the wardrobe closet. 


BBACK where he belongs, Louis 
Heim is selling and promoting 
women’s fine footwear again. He 
has become associated with Beker & 
Friedman, to cover New York, 
Washington, Philadelphia, Balti- 
more, Pennsylvania and to cooper- 
ate with Mr. Friedman in the West 
and South. Mr. Heim played a real 
part in fine footwear when Brook- 
lyn was “tops” for he was of the 
firm of Heim and Doremus and 
J. & T. Cousins. He was congratu- 
lated by one and all at the recent 
styles conference. 


EF the Fashion Originators Guild 
of America, Inc., follows its an- 
nounced intention of appealing the 
February 8th order of the Federal 
Trade Commission calling upon 
Guild manufacturers and cooper- 
ating retailers to abandon their style 
protection and regularity program, 
the 12,000 retail stores which have 
signed declarations of cooperation 
with the Guild and are grouped as 
respondents along with the Guild, 
will also share in the stay of the 
order resulting from the appeal. 

This view was expressed March 
30th in an opinion of the F.T.C. 
order against the Guild by Irving C. 
Fox, counsel of the National Retail 
Dry Goods Association, and sent to 
all its member stores. 

The F.O.G.A. has 60 days, or 
until April 10th, to appeal the 


order as provided under the condi- 


tions set forth in the Federal Com- 
mission Act, certain provisions of 
which the F.T.C. claimed it has 
violated. 

THE departure of millions of 
Americans from their homes to the 
New York and San Francisco Fairs 
will be reflected in retail stores 
throughout the country by a sub- 
stantial increase in the sales of navy 
blue dresses, the Color Coordina- 
tion Committee of the National Re- 
tail Dry Goods Association told the 
department and specialty members 
of the Association. 

“Navy is expected to be espe- 
cially strong because of its practical 
appeal for travel wear,” the report 
said. “The many travelers to the 
two Fairs are expected to account 
for heavier sales of navy dresses 
than would ordinarily be expected 
al this season of the year.” 
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“Look close, Joe. Is that a bunion or a wad of ten spots?” 





SIGNPOSTS 
TO FALL 


ieee caer tae 


Conclusions Drawn from the Style 
Conferences and Leather Show 
Indicate |Severai Strong Trends 
in Fali Silhouettes and Colors 





Summer and Fall styles in both ready- 
to-wear and shoes. 

The discussions on fashion trends in 
costumes and leathers and shoes have 
clarified the Fall picture as to silhou- 
ettes and colors. In costume silhou- 
ettes, the following types are consid- 
ered significant. The “little girl” 
silhouette with basque waist and short 
skirt with back flare. This will take a 
shoe with low or medium high heel. A 
j sophisticated grown-up shoe belongs 
rl “ with the 1900 “Gibson Girl” or pre-war 
ma costumes. “Pretty shoes” for the Di- 
} rectoire influence in dresses. Hungary 
is the inspiration for peasant types, es- 
pecially for Winter sports. The “Ameri- 


as 


SR 
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Left—Interesting trend in color co-ordi- 
nation—matching small areas of color. 
Red calf Cool-ee sole on white play shoe 
echoed in red and white striped ribbon 
in hair. Linen jumper play suit in green 
i and white from Dorothy Cox of 
McMullen Co. 
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THE Leather Show has come and gone. 
Manufacturers and retailers, designers and 
stylists have studied the new finishes and 
colors. Committees have met and discussed 
methods and prospects in the leather and shoe 
business. Fashion experts have analyzed 


trends. On the runway models have shown 





Right—Smart type of co-ordination. The 
Burnt Toast of the crushed kid blucher 
moccasin type oxford matches the toast- t 
colored milan straw hat from John- he 
Frederics, Inc. % 











Accompanying photographs from N. S. R. A. 
Fashion Show (directed by Miss Jenny *\ 
JoHNsoNn) show costumes and shoes for wo 
Summer which have fashion significance for 

the coming Fall. 


FASHIONS 


by ELEANOR M. RUTLEDGE ya 











Above—Another tone-on-tone costume. 

Larkspur Blue kid sandals pick up darker 
: t = @6dress shade. Flowers specially designed 
; by Constance Spry, Inc. 


mete, 


cana” modes—described as “ultra-mod- 
ern”—call for play shoes and unusual 
patterns which belong with the World 
of Tomorrow trend. In general, silhou- 





ettes will be somewhat narrower. Eve- 
, ning skirts will be a little shorter. The 
el 4 dinner suit will continue to be popular 
- and will require a special shoe. Boots 
for high style promotion and modified 
versions for more general selling. The 

slip-on number one pattern. 

Colors are influenced by the vogues 
of different periods and the great va- 
riety of fashion periods popular at the 
moment has brought a wide choice of 


. rE oeu: 
& 


colors. Much-discussed colors for Fall 


are brown, green and red. 

Brown is being considered more in 
connection with shoes than costumes. 
More real brown clothes may be seen 
this Fall and brown shoes will be worn 
with them as well as with many other 
colors. With tobacco, caramel, beige— 
and even taupe—and with green—slated 
for a big season—brown shoes are a 
natural. The popular choice is a mahog- 
any brown like the Portbrown on the 

[TURN TO PAGE 38, PLEASE] 


| Left—Importance of tone-on-tone cos- 
tumes seen in this two-tone green (im- 
portant Fall color) silk and wool dress 
and jacket from Dorothy Couteaur, Inc. 
Interest in “spat” shoes and use of two 
materials seen in this combination of 
linen (elasticized) with rosy tan calf. 
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NEW{{JLEATHERS HAVE NEWS APPEAL 


Leather Show a Noteworthy Tribute to Tanning Industry's Progress, 


AN optimistic shoe industry looks for- 
ward in 1939 to producing and selling 
to consumers between 410 and 420 mil- 
lion pairs of shoes. Variety and color, 
style and utility are the keynotes of the 
shoe consciousness that promise record 
output and consumption. Much of this 
must be credited to the progress 
achieved by the American tanners and 
so vividly illustrated at the Leather 
Show held last week. The new sur- 
faces, textures, and colors created in 
leather have given the manufacturer 
far greater scope, richer and more 
varied materials to enhance the appeal 
of shoes. Instead of a few surfaces and 
colors, the manufacturers and buyers 
can literally choose from hundreds. 
Leather has come into its own more 
dramatically than at any time in its 
thousands of years of history. The 
beauty of leather, not only in shoes but 
in accessories, has become a more fer- 
tile field for retail promotion than ever. 

The semi-annual Leagher Shows, or- 
ganized by the Tanners’ Council, de- 
serve no small credit in the achieve- 
ments of the American tanning indus- 
try. Through skilful leadership and 
wise planning the Shows have become 
pivotal industrial events in the shoe 
and leather trades. They are far from 
being commercial exhibits designed 
primarily to facilitate the sale of an 
industry’s product. On the contrary, 
the significant importance of these ex- 
hibits is the stimulus they have given 
to creative effort in leather, shoes and 
accessories, the impetus they have lent 
to an enlarged and growing market. 


WHEN the first leather show was or- 
ganized eleven years ago, it was done 
on the soundest possible basis. A time 
was chosen for the semi-annual shows 
which would enable shoe manufactur- 
ers and retailers as well as tanners to 
plan ahead, to coordinate production 
and merchandising effort. Each year 
the seasonal leathers are exhibited 
months before production and sales are 
in full swing, giving the greatest lati- 
tude to all factors in the trade for re- 
viewing the range of available mate- 
rials and minimizing style risks. As a 
cooperative endeavor, the shows have 
always been conducted oz, a basis 
which gave equal opportunity to all 


Planning and Promotion 


GEORGE H. MEALLEY 
Chairman of the Tanners’ Council Ex- 
hibit Committee and energizing influ- 

i the Leather Show. He 


member of the Committee and one of 
the vital reasons for the success of the 
Leather shows. Until 1937 he was 
chairman of the Color Committee. 


tanners exhibiting. Each company is 
limited in the space and nature of its 
exhibit, so that all tanners have an 
equal opportunity to present the essen- 
tial qualities of their leathers. The 
economy and value of this arrangement 
has more than justified itself through 
the years, and each year has seen an 
increased attendance by manufacturers 
and retailers from all parts of the 
country. 

An industry cannot remain static in 
the “conflict of temporal interests” that 
marks present day industry. Change 
and progress are the pre-requisites of 
industrial vitality. No one appreciates 
this fact better than shoe manufactur- 
ers and retailers, who must compete 
not only among themselves, but with 
the galaxy of goods striving for con- 
sumer preference. If shoes have been 
lifted from the rut of commonplace 
goods, if consumers have discovered a 
greater scale of footwear values, much 


of the credit should go to tanners and 
to the Leather Shows, as well as to 
strides made in shoe manufacturing 
and merchandising. 

No one could fail to be impressed at 
the Show held last week with tanners’ 
tremendous accomplishments. If thi- 
exhibit could be compared with the first 
show held eleven years ago, one might 
assume that tanners had discovered 
new types of raw material. Apart from 
the range of colors, the surfaces and 
weights, the character of modern leath 
ers is far more varied than only a dec 
ade ago. Shoe styles and treatment: 
which would have been impossible then 
have become ordinary now, due to the 
adaptability of the new leathers. 


ENNOVATIONS and improvement: 
have been equally prominent in all the 
principal and even the exotic types oi 
leather. The range of weights and col- 
ors, for example, in calf or side leath- 
ers, the new grains in kid leather, the 
colors in patent, the greater choice in 
linings, in reptiles or pigskins, all re- 
flect the greatest of technical progress. 
The relationship of these accomplish 
ments to the shoe market is obvious. 
Multi-purpose shoes have been suc- 
ceeded by footwear suitable for differ- 
ent occasions and activities. To accom- 
plish this, the character of the leather 
used must be appropriate and consist- 
ent with the function of the shoe. 
Leather must inspire and lend itself 
to the production of apt accessories. 

While leather may be a staple and 
ancient in its history, the skill of Amer- 
ican tanners have given it freshness of 
appeal and perennial novelty. Perhaps 
more than anything else, the Leather 
Shows serve to emphasize that fact. 
They focus the attention of manufac- 
turers and retailers not merely on tech- 
nical excellence, but on the promo- 
tional value of leather. Few products 
have the inherent interest and con- 
sumer appeal that leather possesses. As 
a field for promotion and dynamic mer- 
chandising, leather offers possibilities 
still to be exploited. It is from this 
point of view that the Leather Shows 
are invaluable in stimulating manu!ac- 
turers and retailers to a greater aw:re- 
ness of the unique qualities and p.-<i- 
bilities of modern leathers. 
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The swing of the calendar 

places 1939’s Summer holidays in 

the middle of the week, but the trend of 

the.times gives us more daily and week-end 

leisure to devote to our favorite forms of recreation. 
According to a survey sponsored by the Chicago Re- 








A map of the community, such as that shown 

above, showing the location of various recreational 

facilities, is suggested as a promotion feature of the 

Play Campaign, for use in window displays, news- 
paper advertising, etc. 


_creation Commission and Northwestern University, the 


biggest industry in America is RECREATION. Be- 
tween one-fifth and one-seventh of the nation’s annual 
income is spent for various forms of play. 

Though radio, movies and automobiles provide the 
most popular forms of recreation, attendance at games 
such as basketball (80,000,000), baseball (50,000,000) . 
football (40,000,000), boxing, horse racing, wrestling, 
hockey, soft ball, dog racing, and golf aggregated 256,- 
300,000 in 1935, according to this survey which also 
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SUMMER DAYS ARE PLAY DAYS TO YOUNG AND OLD AMERICA, AND NATIONAL 
SPORT SHOE WEEK OFFERS A PERFECT TIE-UP FOR THE SHOE RETAILER 


lists the most significant and characteristic trends of the 
times as: 

interest in active participation in games and sports. 

-vogue of automobile touring and other traveling. 

desire for amusements that provide thrills and excite- 

ment. 

acceptance of governmental responsibility for providing 

recreational facilities. 
—strong interest in competitive games and sports. 
popularity of forms of recreation which promote social 
relations between the sexes. 

development of organizations which facilitate recrea- 

tional interests. 

While this recreational survey was confined to Chi- 
cago, many of its findings have national significance, 
and it reveals a promotional opportunity that should be 
of great interest to retailers everywhere, to coincide with 
the dates of National Sport Shoe Week, May 20 to 27. 


This is to sponsor a program to “Play up Play,” fea- 
turing all of the recreational facilities available to the 
people of the community, with recognition for the clubs 
and societies interested in various forms of outdoor 
recreation, and individuals who are outstanding in local 
sports of every kind—with special emphasis on the 
pleasure and benefits of personal participation. In 
other words “Get out and play more!” Take advan- 
tage of the many facilities for having fun out-of-doors 
that are available in the community. 


The commercial tie-up in such a campaign is in the 
ads and displays of the individual stores featuring ap- 
propriate footwear, apparel, and other equipment for 
active and spectator sports use by men, women and 
children. 


Fo" such a campaign you can readily enlist the spon- 
sorship of your chamber of commerce, retail stores, 
civic bodies and officials, civic-minded individuals, 
health organizations and all the local organizations that 
“facilitate recreational interests.” 

It’s a BIG IDEA—a grand chance for a cooperative 
event to get everybody to know and enjoy the oppor- 
tunity for getting out and playing more this Summer! 

For Happiness and Health 
Get out and play more this Summer! 

An important feature of the campaign would be a 
map of the community showing where all the various 
recreational facilities are located—where every available 
form of outdoor recreation can be enjoyed. The poster 





By R. E. ANDRUSS 


map should be decorated with clever little action sketches 
in cartoon style, including a graph line beginning at 
the lower left corner with a sketch of the family starting 
out for a good time, and ending near the top right-hand 
corner with a sketch of the same family all bronzed and 
muscular, radiant with health and happiness. The map 
can be done with graph lines in the background and 
reproduced by offset printing. 


A newspaper campaign should be started early to 
elect a King and Queen of Outdoor Land—a young 
man and woman who best typify America at play! 
Think what community interest can be quickly aroused 
by such a campaign, with individuals and organiza- 
tions invited to suggest candidates, supplying pictures 
and data to be used in the paper, where there would be 
coupons for voting (with name and address of voter to 
check against a list of residents and to prevent repeats) 
with certain places designated to receive the votes on a 
Then follow with the 
“coronation” and a Parade of Sports on the first day of 
National Sports Shoe Week. Whether National Sports 
Shoe Week should be featured on the more inclusive title 
“National Sports Week” or “Town Name Sports Week” 
should be used, is a matter for your discretion. 


certain day—an “election day.” 


The number of things that can be done to make up 
a fine promotion program is almost limitless. The 
pictures of the King and Queen (secure signed permis- 
sion to use them for a stated amount, usually one dollar, 
paid and received) can be used in poster form, car 
cards and so on, with the slogan “For happiness and 
health get out and play more this Summer.” Tourna- 
ments by various clubs and societies can be arranged 
so that the finals are held in Sports Week. A sports 
forum—a series of meetings with speakers in various 
sports fields to tell of the pleasure in them for the novice. 
is a good idea. 

Programs and contests can be featured on different 
days at various parks, playgrounds, picnic spots, clubs. 
The Mayor can proclaim Sports Week officially opened 
in a radio talk, followed on succeeding days by other 
prominent persons. A children’s contest on the pleasures 
of outdoor sports can be arranged, as well as other 
programs for them. Stores can unite in a big cooperative 
advertising supplement to your local paper, and color- 
ful decorations can be used indoors and out during the 


week. [TURN TO PAGE 30, PLEASE] 




















YOUR OWN 
SPORTS 
Ee eee 


RETAIL AD TIE-UP FEATURES 


OF MERCHANDISE FOR THE 
WHOLE FAMILY 








Winoow OR STORE DISPLAY AND 


FRESH APPROACH. FOR DISPLAY. 


hat to do for a logical and decorative 

theme and background treatment for 
your rubber and composition soled footwea: 
promotion is an interesting problem. To find 
a theme which will not dwarf both merchan 
dise and window in display and yet be com 
prehensive enough to stand newspaper or: 
direct mail tie-up without becoming the “great 
outdoors.” One must hit on a theme with 
a universal appeal suitable to all the types of 
rubber footwear which make up this profi! 
able segment of your Summer business. 

Why not a “Sports Deck of your Own?” 
For, on the sunny topside of a modern line: 
you will find rubber shoes reign supreme and 
every type and treatment of rubber shoes ma) 
be seen in the morning at deck tennis or shu! 
fle board. There’s a little girl in her dirndl and 



























A PROMOTION PLAN FOR RUBBER AND COMPOSITION SOLED SPORTS TYPES 


gay rubber peasant shoes; and the athletic girl in her 
shorts wearing blue tennis shoes. Then, of course, 
there’s the wiry chap who keeps in trim at deck tennis 
during the crossing and is as careful of his feet and 
form playing on deck as he is on the clay court. On 
the feet of the coterie who lounge about the deck watch- 
ing the matches you will find practically every type of 
beach shoe that could be mentioned. And so, with this 
as a logical background, “RECORDER'S 
Stores Sports Deck.” 

To the breadth of its basic appeal, add ACTION, 
which is an essential of good display and doubly im- 
portant in the display of rubber ACTION shoes. In the 
lithe bodies of the two central figures you will find this 


we give you 


The spacious Sports Deck of the popular Cham- 
plain of the French Line is an attractive setting 
for this display, designed for a rubber footwear 
window. T blow-ups of action photos are 
mounted on board and posed in attitudes of play. 


This year sees a diversity of sole materials in sports 
footwear. Nothing takes the place of leather, 
_naturally, while rubber and composition soled foot- 
wear has its logical place for tennis, deck and play 
shoes. Wooden sole shoes come into the picture; 
cork, rope and other interesting sole materials also 
appear on the sports scene to give extra pairs. 


requisite. DEPTH enough to enlarge any window may 
be found in the convergent lines of the deck scene in 
the photographic blow-up which forms the backdrop. 
CENTER OF INTEREST is the real deck tennis net 
which is stretched from backdrop to a corner of the 
platform on which is displayed your rubber sports shoes 
for the whole family. 

Because of the brilliance of the colors in this year’s 
rubber footwear, a neutral scheme of cool greys is sug- 
gested for this display. 
figures and blow-ups, while half and quarter tones of 

[TURN TO PAGE 34, PLEASE] 


Photographic tones for your 
































oo and the World’s Fairs—two leading pron 
tion ideas of the season. Everybody—we hope 
going to at least one of the World’s Fairs and ev: 


body—we know—is going to wear a lot of color. 

addition to plenty of white for sport and specta' 
sport costumes and shoes. For the retailer of rubl 
soled footwear, the outlook is full of possibiliti 
People will be in the market for extra clothes to w 

to the Fair or to take back home from their visi! 

San Francisco or New York or some buying cen! 
along the way. And there is every reason why t! 

purchases should include play clothes and play s! 

with rubber soles. Every year Americans become n 

play and play clothes-minded and every year manu 

turers of this type of garment and shoe develop sma 

more attractive styles. 








in your rubber sole shoe department, play up 
Summer and Summer activities—tennis and golf, swim- 
ming and sailing, trips and cruises—and play up the 
World’s Fairs, too. For walking miles on San Fran- 
cisco’s Island or New York’s Flushing 
Meadows, sell shoes with thick rubber crepe soles. 
There is nothing like them for solid comfort. (And 
There are many 


Treasure 


we speak from hard experience! ) 
attractive styles in such sport types which are just the 


thing to wear with any simple Summer suit or wash 
dress. Although high style houses are promoting more 
formal town clothes for wear at the Fairs, we know 


that in July and August, women will prefer to dress 
in something cool and comfortable. 


Less cushiony to the feet, but also very practical, 








are dressier types with very thin rubber soles. ‘There 
will be a good deal of climbing about, in and out of 
boats for instance, at the Fairs and a woman is glad 
to feel sure-footed on these occasions. A 


very pretty 


Summery oxford or step-in—such as we have shown 
on these pages—will look charming and suitable with 
almost any costume, provided it is light and Summery 
in fresh white or gay color. 


And that brings us to color—the other promotional 
idea which is receiving so much attention this year. A 
word to the wise about color. We have said it many 
times before, but we are going to say it again. Don’t 
let the riot of colors in the ready-to-wear and shoe 
markets frighten you into stocking only staples. On 


[TURN TO PAGE 30, PLEASE} 


Merchandise Sources Will Be Found On Page 30 
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COURT and DECK Make Nev 
Calls on RUBBER FOOTWEAR 


by R. H. GOODRIIM 


port-minded America, continually adding to 

its roll-call of leisure play fans, is ever 
opening new fields of promotion to shoe manu- 
facturers and retailers to satisfy the demand for 
“shoes for the occasion.” 

There is no doubt that Summer is the one 
season of the year that holds forth the ultimate 
appeal for extra-pair business on the part of 
the shoe retailer. It is the season of outdoor 

[TURN TO PAGE 34, PLEASE] 


Merchandise Sources Will Be Found On Page 34 
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GOODYEAR 


WINGEOOT 


HEEL 


MORE PEOPLE WALK ON 


manufacturers fit their 

shoes with heels men like, 

they do it to give your customers 

additional reason for liking —and 
buying — their shoes. 


That’s why so many new shoes to- 
day are fitted with rubber heels. 
Manufacturers know that men 
prefer them. 


ee Heels Men Like! 


SP ies 


GOODYEAR 


GOODYEAR RUBBER HEELS THAN ON ANY OTHER KIND 


And you'll notice that more and 
more manufacturers are using 
the Goodyear Custom or Wing- 
foot* Heel. They realize your cus- 
tomers like these two fine heels 
the most. 

Men like the handsome, trim ap- 


pearance of these heels and know 
from experience that the Good- 


THE GREATEST NAME 


IN RUBBER 


year Custom and Wingfoot are 
tough and long-wearing. The very 
name Goodyear is visible assur- 
ance of greater value and better 
service. 


Little wonder, then, that manu- 
facturers are glad to pay more for 
these two heels. They know they’re 
a great help in selling shoes! 


* Ty ade-mark of The Goodyear 
Tire & Rubber Company 
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A Little More Order—A Little More Profit 


EASTER business was good! So what? This Saturday 
and last Saturday in many stores the need was for 
stretchable walls to hold the rush of customers. But 
two days do not a season make, nor extra clerks a 
profit. We pity the parlor store and the retail sales- 
men therein, where 100 seats were filled from morn 
till night and because a dumb architect had bottle- 
necked the entrance to the stockroom—fitting and sales 
were slowed down to the temper-breaking point. 


Now don’t get us wrong. This frenzied shoe sell- 
ing is not common practice in all shoe stores of Amer- 
ica but rather a twice-a-year spectacle of the last minute 
dash by women who have left their shoe purchase to 
the very end of their shopping. This idea of ensemble 
dressing is all right but it puts the shoe store in the 
position of being on the end of the whip because, by 
the time the customer has bought everything else and 
is ready for a pair of shoes, she has accumulated all the 
irritations and aggravations and throws them at the 
clerk. 

So, pre-Easter selling isn’t all that it’s praised up to 
be. It’s hard on the salesmen and it’s not always the 
gold mine it looks to be. But I suppose we have to 
accept the American public as we find it and thank 
the American Way for its wry blessings. But it does 
seem hazardous to gear all industry for months to 
reach a peak of two days’ selling. 

After all, the shoe merchant himself doesn’t behave 
very much differently from the public. April has five 
Saturdays and you know what that means, the story of 
a big month and good figures and a “rarin’ to go” into 
the market-place—“the starting point for speculative 
buying and an accumulation of inventories.” 

As it was before, it may be again. Soon forgotten 
are the flat-tire months of February and March and all 
the pains and worries of that red-ink period. There is 
money in the till and there are holes in the shelves that 
need filling. Should the merchant key his purchases to 
his sale policies? Speculative buying bulges are re- 
pented in the lean days. 

If the shoe merchant would look at himself from the 
viewpoint of his own weaknesses. Only the other day, 
a really great shoe man said to me: “A buyer should 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


never become a buyer until after he has been a 
salesman.” That’s a motto line and no mistake 
about it! 

Psychologically, the impulse to buy is one of the 
most glorious experiences of the human mind and par- 
ticularly to buy for somebody else. Isn’t it so much 
more pleasurable to buy for somebody else in the 
sense of the importance it gives to your own ego? You 
are gratified by the acknowledgment of your superior 
ability to determine the best taste, color and selection. 

But actually, buying is a very grave responsibility— 
because what you buy has got to be sold. You 
can’t eat the shoes or burn them up or hoard them like 
a miser. You buy to sell! Therefore, it’s very impor- 
tant to buy wisely so that you can sell well. 

If, by some miracle, we could level off the speculative 
bulges and evolve some regular, orderly system of mak- 
ing and marketing shoes, we would develop a race of 
business men rather than merchandise gamblers. 

If it is true that our population is leveling out to a 
stable 150,000,000 by 1945, we will have to adopt some 
of the steadier methods of buying and selling, as are in 
operation in the older countries. 

This American fever of competition by volume is 
perhaps a great stimulation to ambition and enthusiasm 
but it also begets non-profit practices, clearances and 
headaches. 

In all probability we could continue to sell 400,000,- 
000 pairs of shoes in America in 1939 by a steady flow 
of orders for production, deliveries on time and planned 
production, sale and service. We could even learn 
how to make a profit without the aid of speculative 
bulges in buying—for after all, with fixed retail prices 
there is a limit to the concessions by the manufacturer 
and the service of supplies for volume. 

An orderly May, June and July selling, at regular 
prices (because there should be a regular demand in 
that period) would be a start in the right direction. An 
orderly planning of this period “is in order.” 
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A New, Inexpensive Way to Air Condition 
Your Store with 


FRIGIDAIRE UNIT 


CONDITIONERS 








New Self-Contained Frigid- 
aire Unit Air Conditioner 


3 sizes of self-contained units from which to choose 
... Certified Capacity Ratings 
Assure Correct Cooling 


@ Now, General Motors provides Self-contained Unit Air Con- 
ditioners in three sizes to solve your air conditioning problem 
economically and efficiently. These Frigidaire Unit Air Condi- 
tioners may be used singly or in multiple. They may be con- 
cealed in closets, placed in the basement, or installed within 
the space to be air conditioned. In addition there are available 
Frigidaire Remote Unit Air Conditioners which can be sus- 
pended from the ceiling. 


Gives These Year ‘Round Advantages 


In warm weather the Frigidaire Unit Air Conditioners cool, 
dehumidify, clean and circulate air. In cold weather, heat can 
be supplied by adding a simple coil and connecting it to the 
heating plant. In addition, the Conditioners will free the air of 
dust and dirt and will prevent air stratification year ‘round. 


Quickly Installed—Easily Moved 


The Unit Air Conditioners can be quickly installed. In case 
of remodeling, they may be easily moved and re-installed 
in a new location. 


Delco-Frigidaire Certified Capacity Ratings 
Assure Cooling Power You Pay For 


Every Frigidaire Unit Air Conditioner carries a printed Cer- 
tified Capacity Rating. This is your assurance of maximum 
cooling results, and proof that Frigidaire Unit Air Condi- 
tioners are inexpensive to own and to operate. 


Pays You a Profit—Get the Facts 
Consult your classified telephone directory for the address 
of your nearest Delco-Frigidaire dealer. He will prove the 
profit possibilities of air conditioning for your needs. Or, if 
you prefer, mail coupon for complete information. 








FREE FACTS —NO OBLIGATION 
% Delco-Frigidaire Conditioning Division 
General Motors Sales Corporation 
Dayton, Ohio— BSR-4 


DIVISION GENERAL MOTORS SALES CORPORATION 


OD Please send representative 
© Please send complete information about 
Frigidaire Unit Conditioners 


AIR CONDITIONING & HEATING PRODUCTS 


Unit Air Conditioners Portable Air Conditioners Commercial Air Conditioning 
Oil Burners, Stokers, Oi! & Gas Boilers Oil & Gas Winter Conditioning Units 
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A Boot and Shoe Recorder Department 
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Educating the Customer 


Pokorny’s Shoe Store, 124 St. 
Charles Street, New Orleans, has 
built up a reputation as cordwainers 
(shoemakers, to the younger genera- 
tion) dating back to 1860. 

Recently, as a unique method of 
gaining useful and valuable publicity 
and at the same time impressing their 
reputation for quality and craftsman- 
ship more firmly on the public’s mind, 
they devoted an entire window to an 
actual demonstration of making shoes 
by hand. 

Groups of passers-by were attracted 
to the window throughout the day and 
watched a shoe craftsman ply his 
time-honored trade. Printed folders 
telling the story of hand shoe making 
were distributed to everyone express- 
ing an interest. The folders, after 
explaining the decline in the art of 
hand shoe making in America and 
throughout the world, explain the 
great differences in construction be- 
tween hand- and machine-made shoes. 
Profusely illustrated, the reader gets 
close-up views of machine and hand 
lasting, inseaming, the sewing of 
shanks and leveling. 

While the demonstration was in 
progress, Pokorny staged a very time- 
ly sale of hand-made shoes at a con 
siderable reduction in price. 


—O.P.1— 


The Cream’s on the Top 


Contests on high grade shoes have 
gone a long way toward increasing 
the size of the average sale in the 
women’s shoe department of the May 
Co., Denver. 

The contests, which run for one 
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by JOHN F. W. ANDERSON 


month periods, apply to merchandise 
from $10.75 up. Three pairs of six 
dollar shoes are given as prizes in 
each contest. The awards are made 
to the salespeople who succeed in 
selling the highest number of pairs in 
the upper brackets during the contest 
periods. 

Since experience proved that more 
interest was taken when the prize con- 
test wasn’t a constant thing, buyer 
Max Lackner plans to run a contest, 
then skip a month or two, then run 
another. It was found that the im- 
petus given better grade merchandise 
during one of these contests carries 
over for several weeks. 

“We've found that contests of this 
type serve a mighty worthwhile pur- 
pose in making salespeople conscious 
of the opportunities in suggesting bet- 
ter grade shoes,” says Mr. Lackner. 
“It’s one thing to ask your people to 
try and sell better goods, another to 
get them to do it consistently. Their 
intentions are good but often they 
forget to suggest better merchandise 
as often as they might. The offer of 
some inducement for this effort for a 
period gets them in the right habit.” 


—O.P.1.— 


World’s Fair Feet 


Martin Starr covers quite a bit of 
territory as salesman for the TRED- 
MODE division of M. J. Saks Shoe 
Corp. He also happens to live con- 
veniently near the New York World’s 
Fair grounds. With daily observation 
of momentous developments there and 
of the great size of the fair grounds, 
Mr. Starr evolved some interesting 
merchandising aids for his accounts. 


One of them centered on comfort 
shoes which should be strongly em- 
phasized for all who are planning to 
attend the Fair. On three “walkable” 
Sundays this Winter, he organized 
group hikes whereby his friends tested 
various types of shoes suitable for 
walking. The tests were made over a 
four mile course—first walking at a 
brisk pace and then at slower paces. 
The young women in the group wore 
shoes of different heel heights for 
each hike. 

The experiments proved the desir- 
ability of shoes with medium height 
heels and with built in comfort fea- 
tures. Faster walking was possible 
for the first two miles in shoes with 
flat heels but fatigue was more notice- 
able in this type toward the end of 
the day. 

It is suggested that retailers and 
manufacturers make similar tests for 
their customers. At the present it 
seems that flat heeled shoes may make 
easy going for short, brisk hikes, but 
World’s Fair visitors who will do 
plenty of slow walking need comfort- 
able medium heel-height shoes. 


—O.P.1— 


Price Tagging 
“NOT — BUT” Method: 
Card reads: “Not 

$3.95” 
“ONCE WAS” Method: 
Card reads: “Once $5.50—NOW 
$3.95” 
“NOW THEN” Method: 
Card reads: “Now $3.95—WAS 
$5.50” 
Two words to pack “a difference” 
and to tell at a glance the bargain 
theme—fact or fiction, who can tell? 


$5.50—BUT 
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BEST IDEA OF THE WEEK 
BETWEEN THE FAIRS 


(Famous-Barr Co. SHor Department, St. Louis, Mo.) 


O. P. Ideator—“Well, Mr. Yoskin, as Women’s Shoe 
Director, are you hatching up any original ideas to 
prevent the usual summer layoff of shoe business after 
the first Summer push of business?” 


Mr. Maurice Yoskin—“On the contrary, I think you 
will be interested in knowing our plans to put over 
shoe sales this Summer—that is sales outside the 
regular run of sportier models.” 


O. P. Ideator—“Outside of the sportier models? 
You don’t mean you're going to try to sell conserva- 
tive models during the slap-bang Summer days when 
people are only interested in shoes with plenty of dash 
and color and style appeal?” 


Mr. Yoskin—“We're not only going to try to sell 
the conservative models, we expect considerable suc- 
cess. It just takes a little careful planning ahead.” 


O. P. Ideator—“T still don’t see what kind of a pro- 
motion you could think up to put over conservative 
shoes during the hot months. I can think of beach 
scenes, sports scenes, dance scenes, and varied-colored 
spot lights, but where are you going to get a breather 
for conservative shoes?” 


Mr. Yoskin—‘“Stop looking perplexed and take a 
walk over here with me. Take a look at this shoe? 
What does it represent? Why do you think a woman 
would want to buy it? What advantage does it offer 
a woman over a fashion shoe?” 


the questions. But since you ask, I'd say that this 
shoe looks like a very comfortable walking shoe. That's 
it—a shoe to take along on vacations where long hikes 
are planned. That’s it—hiking is your theme.” 


Mr. Yoskin—“Let me disillusion you, Mr. Ideator, 
and say that you are right to a degree, but hiking is 
not the theme. Instead we’re going to put the two 
World’s Fairs to work for us as a practical basis. We 
know that a number of people around here have one 
or both of the Fairs on their traveling lists for this 
Summer—our customers and the travel agencies tell 
us that. It’s also certain that there will be plenty of 
walking at the Fairs on hard pavements on hot after- 
noons with resultant tired and sore feet. Many people 
around here had a taste of it at the Chicago Fair five 
or six years ago. It’s certain that those people who 
attended that one, and are planning to attend one or 
more of the Fairs this year, will go foot prepared.” 


O. P. Ideator—“Yes, and I can see that your cus- 
tomers will welcome any suggestions that you make 
in your advertising along the lines of ‘Be prepared 
for the Worst at the Fair’ or ‘Be Fair to your Feet at 
the Fair.’” 


Mr. Yoskin—“Good ideas, yes, but watch and see 
how we blossom forth. For not only will we be de- 
veloping business from the Fairs, but lasting, come- 
back trade for our women’s shoe departments once our 
customers realize the comfort that our shoes bring 





O. P. Ideator—“Hey, I'm supposed to be asking 


them at the Fairs.” 








Special Orders 

The De Shield Shoe Department in 
the Alex Rice Store, Montgomery, 
Alabama, has built up a profitable 
special order business, amounting to 
40 or 50 pairs per month. 

“Our policy is to offer to order any- 
thing we do not have in stock,” says 
Mr. De Shield. “We can promise 
delivery in four to seven days and we 
find that customers prefer to wait 
rather than go elsewhere and possibly 
get something which does not fit. One 
way we get special orders is to suggest 
a pair of white shoes of the same 
style as the one purchased by the cus- 
tomer. It is surprising how often the 
customer will accept the suggestion, 
specifying the date of delivery.” 


»- 2- @ 


“Career girls know the practica- 
bility of spectator patents. They know 
that patents are easy to keep .. . 
smart to wear . . . and always a decor- 
ative note to Spring ensembles.” 

(A. Harris & Co., Dallas) 














There is a depth of meaning in 


this 


headline—“at home” and 


abroad. 


Cooperative Advertising 


It is impossible for the average- 
sized shoe store to compete with the 
department stores in size and fre- 
quency of newspaper ads. 

To compensate for this a group of 
42 Philadelphia merchants got to- 
gether and ran a full page cooperative 
ad in the Philadelphia Record on 
March 30. 

Each store (some large, some 
small) sponsored one shoe, and the 
name of the store was under each. No 
address, no price, no text—just each 
store’s choice for Spring. 

Titled “The Shoes of Tomorrow” it 
was an ad that the average reader 
can’t help but notice yet each store 
contributed but a fraction of the total 
cost. 

Here is a selling idea worth adopt- 
ing by any group of cooperative mer- 
chants in any city or town. 

* * * 

“Smartly flattering and so unusual 
in design—this sandalized oxford is 
extremely new—even newer than to- 
day!” 

(Wyman, Baltimore) 








SHOES 


the other hand, don’t neglect your 
staples, your whites, blues, browns and 
wines. You will need them more than 
ever with some of the gay two-tone 
and multi-color costumes on the mar- 
ket. Gay prints (most often on white 
grounds), plaids, checks, stripes and 
dots all are very much the vogue in 
everything from bathing suits to even- 
ing dresses. And that includes slacks 
and shirts, play suits and dresses, and 
beach costumes as well as bathing 
suits—all the costume types that are 
of interest to you in selling your rub- 
ber footwear. 

With the multi-color costume, several 
kinds of shoes can be worn. The all- 
white shoe or the shoe in a single color 
(matching one color in the costume) is 
practical and attractive. It is the choice 
of the choice of the well-dressed, some- 
what conservative woman. The more 
style-conscious woman may want a 
touch of trimming in a contrasting 
color (one of the costume shades) on 
cither of these shoes. 

The two-tone costume is especially 
popular in shirt with slacks, skirt or 
jumper costume. A monotone shoe, 
matching one of the costume colors, is, 
of course, smart. A_ two-tone shoe 
matching the costume is ano‘her pos- 
sibility. A third color in the shoe with 
an accessory to match it, is a third 
co-ordination idea of the current sea- 
son. 

Multi-color shoes are especially im- 
portant in beach sandals with cork and 
rubber soles or, in the dressier types, 
with cuban heels and very thin rubber 
soles. In active sport shoes with heavy 
rubber crepe soles, more classic com- 
binations continue with navy and white 
a popular choice. 

Red, blue, yellow, green, purple and 
pink in all kinds of gay, fresh com- 
binations, usually including some white, 
this is one side of the Summer and 
ready-to-wear picture. The other side 
is all-white, popular in the Winter re- 
sorts and showing every sign of being 
a big Summer seller. For sport, white 
cotton is in great demand, with white 
piqué a leader. The “little girl” in- 
fluence at work again.) 

Here, and with solid color pastel 
dresses, is the chance to sell plenty of 
gay two-tone and multi-color combina- 
tions in shoes, matched by one or two 
accessories such as a belt, a kerchief 
or a hat trimming. The multi-color 
shoe comes in many versions, in stripes, 
in prints and embroideries, usually on 
white grounds, and in loosely woven 
fabrics where threads of several colors 
are run through the white ground. The 
two-tone combination is often even 
more effective than the multi-color 
when striking contrasts are used. 

But newer and higher style than a 
gay shoe accenting a white costume is 
an all-white shoe, a trend to monotone 
co-ordination which has already ap- 
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WITH A PURPOSE 


[CONTINUED FROM PAGE 23] 


peared in ultra-chic Spring costumes 
in color. 

We suggest promotion of colors— 
colored shoes with colored costumes— 
for early selling and white for later, 
especially white shoes with white en- 
sembles. 

And we also say, play up every fash- 
ion idea and every current happening, 
from World’s Fairs to local badminton 





MERCHANDISE SOURCES 


For illustrations on pages 22-23 


i—Smart tailored type in blue and 
white. Endicott-Johnson Corp. 

2—1939 lines in the square toe of this 
saddle oxford for active sport. 
Mishawaka Rubber & Woolen Mfg. 
Co. 

3—White mesh oxford with navy trim, 
adaptable to many Summer oc- 
casions. United States Rubber Co. 

4—Bold multi-color print in opened- 
up oxford for real Summer days. 
Endicott-Johnson Corp. 

5—Charming summer pattern with 
multi-color embroidery. United 
States Rubber Co. 

6—Colorful vamp, stretchable sabot 
strap and Cuban heel in attractive 
Summer sandal. Goodrich Rubber 
Co. 

7—Pattern combining two style fea- 
tures, stripes in the fabric upper 
and the wedge heel, popular treat- 
ment in beach types. Mishawaka 
Rubber & Woolen Mfg. Co. 

8—Unusual beach shoe of French in- 
spiration with cork and rubber 
sole. Hood Rubber Co. 

9—Felt — soft and cool—forms the 
upper of this smart sandal. Rest- 
ful Slipper Co. 

10—All-rubber beach sandal of rubber 
mesh and sponge rubber sole. 
Climax Rubber Co. 

11—Interesting multi-color fabric with 
two-tone double rubber sole. United 
States Rubber Co. 

12—Fabric oxford with brown simu- 
lated pigskin saddle and trim. 
Friedman Shelby Division of In- 
ternational Shoe Co. 

13—Child’s ghillie oxford in navy and 
white with rubber sole. Converse 
Rubber Co. 

14—1939 version of the saddle oxford, 
gay plaid on white, for style-con- 
scious child. Cork and rubber sole. 
Cambridge Rubber Co. 

15—Smart little monk type sandal in 
multi-color print on white, bound 
in red. Sponge rubber sole. United 
States Rubber Co. 

16—Well-styled sneaker oxford in navy 
blue with white sole wrapping and 
stitching for the active child. Bea- 
con Falls Rubber Co. 





tournaments, in your advertising and 
displays. A big season lies ahead in 
your rubber sole shoe department if 
you make the most of your promotion 
possibilities. 


National Sport Shoe Week 


[CONTINUED FROM PAGE 19] 


And don’t forget there’s a great psy- 
chological effect in such a promotion. 
Get your people to play more during 
their leisure time and they will be hap- 
pier mentally as well as physically. 
Grouches and isms don’t thrive in such 
surroundings, or in the minds of people 
who find it is possible to forget their 
petty troubles. 

If you don’t sell the idea to your 
fellow merchants, it still holds fine pos- 
sibilities for an individual store pro- 
motion, featuring the map idea and a 
series of semi-editorial ads, with photos, 
telling of and selling the local play 
spots to the community. This can be 
backed up with the Sports Forum, fea- 
turing interesting persons of the local 
sports world in a series of daily meet- 
ings. Organizations can be given at- 
tention through the use of photos in 
your windows and in the store. 

Shoes step into this picture natur- 
ally. Spectators and active sports 
styles—leisure footwear of every type 
—all will benefit when people get out 
more and need more shoes. 

Turn part of the store into a Sport 
Shoe Shop (Vacation Shop later) with 
such props as a large cabana (booth) 
with a gay striped awning. Simuv- 
lated waves in bright blue against 
white on ledges and on pillar panels 
with large outline figures in action 
sport poses on the panels, topped with 
brilliant orange and white awnings, 
miniature white rafts of boards on logs 
will make good display surfaces. Use 
bamboo stands where possible. For 
large signs try white card on blue 
ground, with cut-out cardboard waves 
and seagulls for a finishing touch. 


Add Florsheims for Women 


Los ANGELES, CALIF.—The Wetherby- 
Kayser Shoe Co. took full-page ads in 
the local papers to announce their add- 
ing Florsheim shoes for women to the 
departments of all their stores. Body 
of the copy read, “Another great name 
joins the Wetherby-Kayser family of 
first names in footwear, the famous 
name of Florsheim,” then short sen- 
tences of why women will like this 
make. Nine shoes only were illustrated 
and described, so a considerable amoun‘ 
of white space made this an outstand 
ing announcement. 
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vata. ‘Wlinihints ‘Steken. Yael 
breastings. 


SHOE SALESMEN... 


Shoe Salesmen find that shoes 
made with BREASTLOCK 
HEELS are easier to sell and 


tie gg keep customers on the 





PRODUCTION MEN 


Production Men find BREA 
LOCK HEELS speed up profi 
tion and turn out better quill 


footwear well within 
allowances. 


RETAILERS .. 


Retailers like BREASTLO 


HEELS because they clini 
the greatest single <ource# 


complaints and returns —i 
heel-breastings. 





c 


STYLE MEN... 


Style Men everywhere find that 

BREASTLOCK HEELS enable 
them to attain new close-coupled 
effects and eliminate the danger | 
that comes from using high 
Cuban heels. 


CONSUMERS... 


Women who buy shoes made 
with BREASTLOCK HEELS 
come back to your store to buy 
again—not to complain. 
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Court and Deck Make New 
Calls on Rubber Footwear 


[CONTINUED FROM PAGE 24] 





Two versions of the new soles developed for slippery decks. Left, a blue canvas 

shoe with a sponge rubber insole and arch support by the Hood Rubber Co. 

Right, the original “Topsider” with the squeegee sole especially developed for 
yachting, by the Sperry Shoe Co. 


sports and each sport demands a shoe 
to fill a particular need. 

Ranking high in warm weather 
activities and perhaps the highest be- 
cause of its appeal to people of moder- 
ate means, tennis is each year finding 
new fans in numbers unparalleled in 
the history of the game. With this num- 
ber running into the millions, the mar- 
ket for shoes to fill the bill is, putting 
it mildly, pretty substantial. 

The question arises as to whether 
the shoe store is getting this business, 
as it should, or whether tennis fans 
are looking to other sources to fill these 
particular footwear needs. 

Sponsored by a widely known trade 
magazine in the sporting goods field, 
National Tennis Week will be held this 
year for its eighth consecutive season, 
on May 20 to 27, culminating right be- 
fore the Decoration Day week-end when 
tennis interest is at its best. These 
dates also coincide with Boor AND 
SHoe Recorper’s National Sport Shoe 
Week, the two providing an outstand- 
ing opportunity for shoe retailers to 
“go to town” in attracting extra busi- 
ness to their stores through adequate 
promotion in advertising and window 
display. 

Another sport, or better called activ- 
ity for Summer, is yachting. Now the 
mere word “yachting” sounds at once 
like a rich man’s game but this idea is 
rapidly being put aside with the in- 
creasing number of “small yachts,” 16- 
foot sloops and outboard motor boats, 
being built for and sold to, the person 
of moderate means. 

Here again, the need for rubber foot- 
wear to fill a particular need. Wet 
boat decks are slippery and for long 
there has been a demand for a rubber 
sole that would “stick” to wet deck 
planking. Rubber shoe manufacturers 
have filled the bill on this by de- 





veloping soles for this purpose which, 
because of their “squeegee” effect, 
make it practically impossible for the 
foot to slip. 

The demand for rubber footwear is 
not necessarily limited to shoes for 
active wear. There has always been a 
substantial market for rubber shoes 
for general leisure wear and manu- 
facturers have kept apace with the 
times in presenting new styles and 
new combinations each season that 
meet with continued acceptance. 

Whether for active sports or general 
leisure wear, rubber footwear, through 
adequate display and promotion, will 
find its market and provide the retailer 
with the never-to-be-passed-up extra 
business which is always welcome. 


Sports Deck 


[CONTINUED FROM PAGE 21] 


gray should be used for the wings of 
the display and for the platform. 
Marine Blue, or Sea Green toned photo- 
stats might be used with this gray base 
and wings too, or these last units them- 
selves might be treated in flat pastel 
tories of blue and green. You can add 
a bright touch by securing from your 
travel agent some folders and stickers, 
or possibly a life preserver bearing the 
name of a favorite cruise ship. Where 
the window is of sufficient size, a deck 
chair, or the foot rest of a deck chair 
might be added to this display—on it, 
carelessly draped, a sweater or some 
other article of sports attire. Any lit- 
tle touch of atmosphere to add to the 
naturalness of this display will help; 
for instance: a coil of rope, or little 
price tickets in the shape of life pre- 
servers. Our heading might be used 
effectively as a guide card for these. 
This same motif can, of course, be ap- 
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MERCHANDISE SOURCES 
For illustrations on page 24 


1—Wide weave, red canvas tennis shoe 
with a built-in arch support and 
pebbled rubber sole from Servus 
Rubber Co. 

2—Light blue canvas deck shoe with 
sponge rubber insole and arch sup- 
port and a gripper suction sole 
from Beacon Falls Rubber Co. 

3—A moccasin type shoe for leisure 
wear with a combination of brown 
canvas and white sueded fabric 
and a pebbled rubber sole with 
spring heel. Mishawaka Rubber 
& Woolen Co. 

4—For either tennis or leisure wear, 
this white canvas shoe has a sad- 
dle of simulated pigskin and a 
gum rubber sole. International 
Shoe Co. 

5—Dark blue canvas tennis shoe with 
pebbled rubber sole and sponge 
rubber insole and arch support, ad- 
vocated by Fred Perry. Beacon 
Falls Rubber Co. 

6—High canvas tennis shoe with 
smooth rubber sole. Endicott-John- 
son Corporation. 

7—White canvas deck shoe with per- 
forated innersole over sponge rub- 
ber cushion and squeegee action 
smooth rubber sole. Mishawaka 
Rubber & Woolen Mfg. Co. 

8—Toe lace white canvas tennis shoe 
with sponge rubber insole and arch 
support and blue, smooth rubber 
sole. Beacon Falls Rubber Co. 

9—Wide weave canvas Tyrolean ox- 
ford in a novel mudguard effect 
and square toe. United States 
Rubber Co. 

10—White canvas with brown sueded 
fabric trim and pebbled rubber 
sole for leisure wear. Goodrich 
Footwear. 





plied to an interior display, either a 
large floor display, or in miniature, it 
might be used as a counter unit. 

And you may tie-in your retail dis- 
play ads to this theme, too. The little 
layouts show how these figures may be 
used in such a tie-up stressing the im- 
portance of sure footwork in all sports 
and especially in deck tennis; and call- 
ing attention to the window at your 
store. Use the illustration from the 
children’s page for any beach or pool 
scene in which there are children. An- 
other ad might be developed along the 
lines of that illustrated, using the foot 
protection theme. 





Adds New Shoe Department 


MANCHESTER, N. H.—A new shoe 
department is one of the features of 
alterations costing $8,000 at the de- 
partment store of Pariseau’s, Inc. 

The well-known store has been almost 
completely renovated, this being neces- 
sary, according to the management, “to 
cope with increasing business.” 





lishi, 


—_—— 
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AD is the day when your salesmen bump into 
S this happy soul . .. this genial buyer who 
agrees with everything that salesmen say, and 
signs nothing while they are present. “Yes”, he 
assents. “Yes, indeed, I'd like to buy . . . BUT, 
I can’t do anything until Fall . . .” 


smiling, always agreeable, he affects a mask of 


Always 


sales resistance by pretending to have no resis- 
tance at all. 

Underneath, these “hard-to-sell” prospects are 
pretty shrewd fellows. They like to check what 
they hear against facts from other sources be- 


fore they make up their minds. That's one of 
the reasons they read Boot ANp SHOE REcoRDER. 
And the thing that’s important to you is that 
they hang up their defensive masks when they 
pick up Boot aNp SHoe Recorper to glean pro- 
gressive ideas about their livelihood. o they are 
with editors in whom they have confidence . . 
for whose counsel they have paid cash in ad- 
vance with voluntary subscriptions. 

Your advertising in Boot aNp SHor REcorDER 
will back up your salesmen—will reach your 
“ves, but” prospects when they are in the mood 
to eliminate the “but”. 








BOOT AND SHOE RECORDER 


<— bears the two hall-marks of known value ——> 


Proved reader in- 
terest in terms of 


Highest editorial 
standards and pub- 
paid circulation. 


lishing integrity. 
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The Market Is Calling 


all buyers—wanting the latest and best—tested by 
comparison. 

No other shoe center gives to buyers the chance for 
a choice obtainable in the Marbridge Building. 


rly—a welcome 


When in New York—be nei 
awaits you on every floor. 
D. S. MACDONALD, Mgr. 


47 WEST 34th ST. 
Also 1328 Broadway 
NEW YORK 
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Designed for Summer 


Styled for coolness and a smart appearance, these two at 
tractive numbers from the Roblee line of Brown Shoe Com 
pany. The one at the top is a ventilated model, available ¢ 
various combinations. Below is a genuine white Peccary pi: 
buck oxford with tan pig grain trim. Noteworthy examples 
of the so-called spectator sports class of footwear, which hav« 
a place in every man’s shoe wardrobe for the Summer on: 
vacation season. 


How P.M. System Can Reduce 
Odds and Ends ” 


By PATRICK A. MORGAN 


THERE are hundreds of stores whose stocks are ove: 
loaded with odds and ends of shoes. The size ranges 
are incomplete—the widths range from AAAA to EEE 
They are good shoes of a past decade or a past yea 
but they are shoes which, when sold to a customer, 
eliminate the profit of a legitimate dealer or the manu 
facturer who made them. 

Where did those shoes come from? Listen carefull) 
while I tell you the antithesis of a bedtime story. A stor) 
of mounting losses of, not profits alone but losses on 
shoe costs, of, shall we say, from $1.00 to $5.00 on 
each pair of these shoes? 

In one city alone there are hundreds of so-called 
“jobbers of merchandise” whose places of business are 
their homes—most of them in restricted residential dis- 
tricts. In these homes, the spare room, the basement. 
the master’s bedroom or the dining room is set aside 
to serve as a store room and a sales room for the me: 
chandise and shoes garnered from dealers’ old or su 
plus stocks in the surrounding territory a thousand 
miles in diameter. 

Little more than thirty days ago I saw one dealer buy 
500 pairs of women’s shoes at 35 cents a pair. The) 
were good shoes, many of them only one and two sea- 
sons old. Many of them were made to retail at $5.00 
and $6.00 a pair. Consider, if you will, the loss to the 
first merchant of $2.50 a pair, a $1,250.00 loss on thal 
one transaction. Multiply this loss by the hundreds «{ 
such transactions and it mounts to a staggering suin 
which is being borne by the shoe dealers of Americ: 
Now consider the losses of profits by the legitima'e 
dealers on every pair of those shoes when they are so!d 
to consumers. Amazing isn’t it? 

Now at whose door shall we lay the blame for the-e 
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colossal blunders? At the door of the manufacturer who 
has allowed his salesmen to overload the dealer and 
thereby failed to protect his copyrighted brand from 
piracy and his dealers from loss? Or at the door of 
the merchant who failed to merchandise properly and 
then sold the shoes in bulk so that they could be sold 
in competition with legitimate dealers and perhaps 
right around the corner from his store? 

True the merchant took the first loss in hard, cold 
dollars. But does not the manufacturer also suffer when 
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his brand is bandied about from shelf to shelf at cut- | 


throat prices and reflect a loss of sales in his future 
dealings with his established merchants? 


Let’s step behind the scenes a moment and see what | 
is going on here. In the back room of a representative | 


shoes with little or no P.M.s on them. Why should a 


shoes with Ittle or no P.M.s on them. Why should a | 


salesman wear out his customers’ patience and lose 
valuable time trying to promote “junk” sales when he 
can reach into a handy shelf and sell a new shoe quick- 
ly and easily and be ready for the next customer? 


He knows only too well that he can lose more time | 


and sales over a two-bit P.M. than it is worth. He can 
make more money by selling two pairs of regular shoes 
than he can hope to make by wasting time over a con- 

glomerate mess. 
If a shoe is passe, it’s passe now. Don’t wait until 
it’s an insult to offer it to a customer. Slap a $2.00 
[TURN TO PAGE 52, PLEASE] 





Sport Types in Crushed Kid 


Frank J. Casey, well-known men’s shoe buyer and style ad- 
viser for Thayer McNeil Co., Boston, designed these two men’s 
sport shoe models, which were built by Stacy-Adams Co., of 
rockton, from John R. Evans &@ Company’s Morocanna 
crushed Seen by many merchants when they 8 
during the recent Opening of American Leathers in New York, 
these shoes caused a lot of favorable comment by retailers 
who were convinced that their smart and attractive appear- 
ance, plus the well- 
leather, should make them ideal shoes for Summer wear. 





coolness and comfort of kid | 





3 BEST BETS— 


Our Sales Records Show These Three 
—Each a Number in a Different Line— 
Are Proved Best Sellers. 


CARRIED IN STOCK 
NOTE THE PRICE RANGES 


MISS VIRGINIA 


(LITTLEWAY) 


One Strap Open Tee Sandal 


No. 721 White Ek... 
n't 8-C-D — $1.37% 
12%-3, B-C-D—$1.45 


POWHATAN 


GOODYEAR WELT 


Miss Bal Saddie Oxford 

Ne. 491 -3 

B-C-D 

491 White Elk Vamp and Quarter, 
Tan Saddle and Back 


TRI-TAN—FOR BOYS 


(A REAL BOYS LAST) GOODYEAR WELT 


SEND 
FOR COMPLETE 
CATALOG 
5%—30 DAYS 


VIRGINIA SHOE COMPANY 


FREDERICKSBURG, VIRGINIA 
MANUFACTURERS 
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REASON NUMBER 5 WHY 


ro-tek-tiv Shoes 


HELP NORMAL FEET GROW NORMALLY 


AND ARE TRULY 

“THE SHOES OF TOMORROW—TODAY"™ 
Quarters 
The photographs shown here tell another unique Pro-tek-tiv story. 
Every shoe shown is size 13, but they run from AAA on the left to 
E on the right. The difference is slight in appearance from width 
to width, but there is a noticeable difference in height of the 
quarters between AAA and E, the reason for this being that there 
is not only a different set of patterns for each size and half-size, 
but also for each width. And what a difference in fit and comfort, 


which is another point of Pro-tek-tiv superiority. 


TEDHENC_EMRDV 
IE PHENS-CMBRY 


PENNSYLVANIA 


READING, 


Learn about ALL of these reasons 
why, by sending for our book 


“The Shoes of Tomorrow—Today 


” 


which also shows twenty-six styles 
CARRIED IN STOCK. 


Here is one, to give you an idea of 


how they look. 


ne 
{ff \ 
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Signposts to Fall 

[CONTINUED FROM PAGE 15] 
official color card. Brown furs will play 
an important part in bringing brown 
shoes to the fore. 

There has been much discussion as 
to the types of brown shoes that will 
sell. Retailers want to know whether 
there will be any demand for high- 
heeled dressy patterns. (Of course, 
there is always a demand for walking 
and sport types.) The final opinion at 
the Style Conference was that some of 
the dressy types would be wanted be- 
cause brown and beiges are increas- 


ingly important in ready-to-wear and 
because there has been a scattered de- 
mand for dressy brown shoes this 
Spring. 

Green, as we have already noted, is 
slated to be a leading costume color in 
several different shades. The introduc- 
tion this Spring of a very dark green, 
with a bluish cast, called “Navy,” 
“Marine,” or “Midnight,” has caused 
the Textile Color Card Association to 
add a “Midnight Green” to their official 
shoe colors. A “Midnight Green,” dark 
with a grayed blue cast, was seen at 
the Leather Show from one high style 


tanner. The sale of green shoes is ex- 
pected to be very limited in volume. 
The bright Fairway Green is for sport 
or casual wear; the “Midnight” for 
very high style and dressy. 

Other costume colors include maroon 
and wine, blues in a wide range from 
sapphire to sea, plum—with which 
a brown or plum shoe is recommended 
—and gray with which a variety of 
shoe colors can be worn. 

In shoe colors, Harvest Wine—a very 
purple wine tone—is slated for limited 
high style selling. French Cognac for 
tailored and semi-country, and Red 

[TURN TO PAGE 50, PLEASE] 
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THIS WEEK 


Saturday, April 8, 1939 


IN THE SHOE TRADE 


National News 





Johansen to Head 1940 National Shoe Fair 





St. Louis Manufacturer Elected Chairman of Committee— 
City and Dates to Be Decided Within Month 


New York — At the organization 
meeting of the National Shoe Fair 
Committee, representing the National 
Shoe Retailers’ Association and the 
National Boot and Shoe Manufacturers’ 
Association, recently held in New York, 
the following officers of the 1940 Na- 
tional Shoe Fair were elected: Harry 
G. Johansen, Johansen Bros. Shoe Co., 
St. Louis, Mo., chairman; L. F. Tuffly, 
Krupp & Tuffly, Inc., Houston, Texas, 
vice-chairman; Stanley Heald, Stetson 
Shoe Co., South Weymouth, Mass., 
treasurer; Carl Burgstahler, F. E. 
Foster Company, Chicago, IIl., secre- 
tary. 

The general Joint Committee from 
the two associations is as follows: For 
the National Shoe Retailers’ Associa- 
tion—L. F. Tuffly, Krupp & Tuffly, 
Inc., Houston, Texas; Carl Burgstahler, 
F. E. Foster Company, Chicago, IIl.; 
Joseph T. Geuting, Jr., A. H. Geuting 
Company, Philadelphia, Pa.; David S. 
Hirschler, Hofheimer’s, Inc., Norfolk, 
Va.; A. J. Pauly, Stix, Baer & Fuller 
Co., St. Louis, Mo.; ex-officio: Harry 
E. Fontius, Fontius Shoe Co., Denver, 
Colo., President National Shoe Re- 
tailers’ Association; L. E. Langston, 
New York, N. Y., Executive Vice-Presi- 
dent National Shoe Retailers’ Associa- 
tion. For the National Boot and Shoe 
Manufacturers’ Association—Harry G. 
Johansen, Johansen Bros. Shoe Com- 
pany, St. Louis, Mo.; Walker T. 
Dickerson, The Walker T. Dickerson 
Co., Columbus, Ohio; Stanley Heald, 
Stetson Shoe Co., South Weymouth, 
Mass.; L. V. Hershey, Hagerstown 
Shoe and Legging Company, Hagers- 
town, Md.; Weir Stewart, Marshall, 
Meadows and Stewart, Inc., Auburn, 


HARRY G. JOHANSEN 


N. Y.; ex-officio: Frederick A. Miller, 
The H. C. Godman Company, Columbus, 
Ohio, chairman of the board, National 
Boot and Shoe Manufacturers’ Asso- 
ciation; Jay O. Ball, New York, N. Y., 
President National Boot and Shoe 
Manufacturers’ Association. 

Within the next month the chairman 
plans to appoint subcommittees to de- 
cide on selection of the city and com- 
plete further details for the arrange- 
ment of the next Annual Shoe Fair, 
which the committee is now planning 
to hold the first or second week in 
January, 1940. 


Iowa Travelers to Meet 


Des MorINnes, IowA—A special meet- 
ing of the Iowa National Shoe Trav- 
elers will be held on April 15, 1939, 
at the Hotel Fort Des Moines, Des 
Moines, Iowa, at 12:00 noon. 


This date is the deadline for reser- 
vations for the Iowa Shoe Fair to be 
held June 11-12-13, 1939. It is impor- 
tant that every one desiring to ex- 
hibit get his exhibition fees in im- 
mediately. 

Being a member of the National Shoe 
Travelers’ Association, the ruling is 
that every member must be a mem- 
ber of the National Shoe Travelers’ 
Association in order to exhibit. 


S. B. Livingston with 
Chester A. Yard Shoe Co. 


Str. Louis, Mo.—Sam B. Livingston, 
formerly with the Brown Shoe Com- 
pany, recently purchased a half interest 
in the Chester A. Yard Shoe Company, 
whose factory is located at Bonne 
Terre, Mo., and has become vice-presi- 
dent and secretary in charge of manu- 
facturing. 

Chester A. Yard is president and 
treasurer in charge of sales. 

Mr. Livingston brings with him 
Henry Dutzi, who for many years was 
associated with him at the Brown Shoe 
Company. Mr. Dutzi is to serve as 
superintendent of the Chester A. Yard 
Shoe Company. 

This firm manufactures infants’ and 
children’s shoes and conducts buying 
and selling operations at its headquar- 
ters in St. Louis. 


To Enlarge Minor Factory 


BataviA, N. Y.—P. W. Minor & Son, 
Inc., announce plans for a new brick 
addition to their factory on State Street 
to be 45 by 50 ft. and four stories high. 
This will make possible a daily output 
of 2000 pairs of shoes for women as 
against today’s normal daily output of 
1400 pairs. Of late the factory has 
been working nights and Saturdays to 
meet their fast-growing demand. Work 
on the addition has been started. 
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Wide Interest Shown in Coming Coast Show 





Country-Wide Attendance Expected at Annual Convention 


of California Shoe Retailers’ 


Association 


in Los Angeles, June 11-14 


Los ANGELES, CALIF.—Interest shown 
by eastern shoe retailers and important 
factory executives in the coming con- 
vention of the California Shoe Re- 
tailers’ Association to be held in Los 
Angeles from June 11 to 14, indicate 
this gathering of the shoe fraternity 
will take on a decided national aspect. 
Many shoe men not only in the East, 
but in the Central States, the North- 
west and the great Southwest who will 
take in both World Fairs, are planning 
to take advantage of the low railroad 
rates, and will be in Los Angeles at 
convention time. 

Association President G. H. Fontius 
has appointed the following committee- 
men: Manufacturer Registration, Dave 
Kleinsmith, Casey Jones; Program, G 
M. Proctor, Tend Huggins, Mel Kauf- 
man; Entertainment, Henry Wetherby, 
Ed Ware, Harry Bennington; Finance, 
G. H. Fontius, Paul Jesberg, Carol 
Wills, Russell Werner; Golf, Otto 
Vaught, Louis Prince, Carl Mason, Paul 
Jesberg; Publicity, G. W. S. Reed, Wm. 
J. Ahern, Harry R. Terhune; Buyer 
Attendance, State Chairman, Russell 
Werner, San Francisco, with Ray 
Brownhill, J. K. Banks, Ted Huggins, 
W. Ed Cox and Fred White, of Los 
Angeles. 

These City Chairmen are also on the 
Buyer Attendance Committee: Edward 
Hemphill, Alhambra; C. R. Garwood, 
Berkeley; F. Torelli, Burbank; Cal 
Recter, El Centro; Lloyd Baird, Fresno; 
E. H. Cassidy, Hanford; Belton Fleish- 
er, Hayward; Charles Heckinger, 
Huntington Park; A. F. Musselman, 
Long Beach; W. A. Brammer, Madera; 
R. A. Ellis, Merced; Jack Zelkowitz, 
Monrovia; Charles Kushins, Oakland; 
Ed Zwierlein, Palo Alto; Ray Johnson, 
Pasadena; F. G. Marzolf, Petaluma; 
W. S. Allen, Porterville; Oscar R. 
Daley, Salinas; Russell Williams, San 
Diego; Chester Herold, San Jose; 
James A. Renetzky, San Louis Obispo; 
Irving D. Chapman, San Rafael; Fred 
Newcomb, Santa Ana; H. L. Abrams, 
South Pasadena; Burton E. Heartt. 
South Pasadena; Frank Dunne, Stock- 
ton; Al Holland, Tulare; Harry C. 
Locey, Visalia; John Henrichsen, Wood- 
land, and L. G. Van Bellen, Whittier. 
Paul Jesberg is convention chairman. 

A convention theme of “Greater 
Profits from all Operations in the Shoe 
Industry” is being carried along in the 
program making. Everything possible 
is being done to make this convention 
outstanding from the business side. 
Guest speakers at luncheons will dis- 
cuss matters of importance to the en- 
tire shoe industry. 

Convention attendance by non-buying 
public will be discouraged by a nomi- 
nal retailer registration fee. Persons 


not having the official badges will not 
be permitted to visit sample room 
floors. Full time Sunday showing will 
permit the attendance of many small- 
town owners. 

The convention luncheon, dinner, 
banquet and dance, plus the golf tour- 
nament and stag, and visits to the 
National and Columbia Broadcasting 
Studios will provide for the enjoyable 
side of the convention. 

Arrangements have been made with 
the hotel management so that exhibi- 
tors will have the use of their rooms 
for five full days, starting with Satur- 
day, June 10. This move enables trav- 
eling men to be open for business by 
9 A. M. on Sunday. 

Many sight-seeing trips for both the 
ladies and visiting shoe men have been 
arranged for by the committees. 





Minco with Arnold Constable 


New York—Joseph R. Minco, for- 
merly buyer of women’s shoes at Frank- 
lin Simon & Co., this city, has joined 
Arnold Constable & Co., here, as buyer 
of women’s better shoes, taking the 
place of Frederick Pike, who recently 
resigned. 

Previous to his connection with 
Franklin Simon Co. in December, 1936, 
Mr. Minco was women’s shoe buyer at 
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Lord & Taylor, also of this city, for 
four years. Before coming to New 
York, he was buyer of women’s and 
children’s shoes at the May Company, 
Cleveland, Ohio, for six years. 





Capitol District Shoemen Meet 


Troy, N. Y.—An enthusiastic meet- 
ing of the members of the Capitol Dis- 
trict Shoe Retailers Association was 
held at the Hendrik Hudson hotel here, 
recently, with President John Kelly in 
charge. A review of the state associa- 
tion mid-winter meeting was given by 
Director Fred Goetz, of Amsterdani. 
and Jesse L. Patton, Ernest N. and 
John Beaumont, T. Arthur Cohen, 
Westlake Manuel and many others took 
part in the discussion. It was agreed 
to postpone featuring white shoes un- 
til after May 30. The next meeting 
will be held at Schenectady. 





John L. Stanton Heads 
MeNichol and Taylor 


LYNN, Mass.—John L. Stanton, who 
has been connected with the last indus- 
try for more than 30 years, was elect- 
ed president of McNichol & Taylor. 
Inc., last makers of this city, at a 
recent meeting of the board of direc- 
tors. “Gus” Norman was added to the 
board at the same time, and Thomas 
T. McNichol remains as treasurer and 
general manager. Mr. Stanton, one of 
the best-known last men in the East, 
was with the United Last Company at 
one time; and more recently was with 
the George E. Belcher Last Co., of 
Stoughton, Mass. 





McIntosh Opens New Shop in Hartford 





J. L. 


interior is 
furniture, upholstered in leather. 


Mcintosh, formerly women’s shoe buyer for G. Fox & Co., Hartford, 
recently opened this attractive women’s and children’s shoe store in Har'- 
finished in natural bird’s-eye maple with modern chrome 
The lighting is unique with indirect floor 
boxes and fluorescent daylight illumination. 

The 


with the Tru-Poise and Styl-Eex lines 
franchise 


Arch Preserver is shared with 


in 
Ce OS er. 
Associated tr. McIntosh in the new store is Miss Mosse, who has been in 


oa eee 


: & Co. for the past 19 years, assisted 


i 
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A\lpene Goat is Going Places! 
Sterling s New 
Natural-Back 


Grained Kidskin 


; zis a Walk-Out 


no For the first time, in Alpene Goat, we have 

developed a kidskin with sufficient body 

to be used in an unlined shoe. It has a 

ruggedly grained surface, a porous, flexible body and a clean, 

creamy flesh side, suitable for use in shoes for men, women and 

children. The casual natural grain has an interesting irregularity 
which makes it especially 
suitable for play shoes. It is 
now ready for early autumn 
promotion in black and 


twelve colors. 


STERLING DIVISION 
ALLIED KID COMPANY 


Fourth and Monroe Streets, Wilmington, Delaware 

















WHEN YOU 
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TRAIN IN 
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HOTEL 
MCALPIN 



























The Hotel McAlpin is only a 
block away from the Penn- 
sylvania R. R. Station and 
only seven minutes from the 
Grand Central Terminal. 
B. & O. Motor Coaches stop 
at our door. 








Decidedly, the Hotel McAlpin 
is “A Great Hotel” in the 
center of convenience. 










®. 
LARGE ROOMS, NEWLY 
FURNISHED & DECORATED 
SINGLE from $3. DOUBLE $4.50 
TWO POPULAR PRICED 
RESTAURANTS 
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Heavy Advance Registration for Boston Show 





Boston, Mass.—Although the open- 
ing of the Twentieth Annual Boston 
Shoe Fair is more than two months 
away, applications for reservations re- 
ceived at the offices of the New Eng- 
land Shoe and Leather Association are 
proof of the interest in this year’s show, 
scheduled for June 5, 6, 7 and 8. To 
date, 20 per cent more applications 
have been received than at the same 
time last year, and indications are that: 
the number of exhibitors who will show 
their lines at the Hotel Statler and the 
Parker House will far exceed that of 
last year, which, itself, was one of the 
best ever held in this city. 

Maxwell Field, secretary of the as- 
sociation and manager of the Boston 
Shoe Fair, emphasizes that, while the 


Early Reservations Portend Record Attendance at Boston Shoe 
Fair to Be Held June 5, 6, 7, 8, 1939 


Hotel Statler and the Parker House 
are the oniy two hotels at which mer- 
chandise is to be put on display, sleep- 
ing room reservations will be accepted 
not only by these two hotels, but also 
by the Copley-Plaza, Ritz-Carlton, 
Touraine and Westminster hotels. Ap- 
plications for accommodations of this 
type should, he points out, be made 
directly to the hotel selected. 

This year’s Boston Shoe Fair has 
been timed to meet the buying needs 
both of the volume and the independent 
retail operator. Representative lines 
from all parts of the country will be 
on display and buyers will be given an 
unparalleled opportunity to compare 
styles and values well in ‘advance of 
the opening of the Fall selling season 
at retail. 











What's New 


And Now, Sanitized Shoes 


For the fastidious woman of today, 
there is no more potent appeal than 
that of immaculate grooming. Hair, 
teeth, lingerie, stockings, all received 
their due share of attention, as the 
modern woman strove for complete 
daintiness from the top of her head to 
the tip of her feet. But there, almost 
literally, was her Achilles heel! Shoes 
couldn’t be laundered or dry-cleaned. 

A few months ago, Sanitized dresses 
were introduced to an eager public— 
women were delighted with the new 
process that made a dress permanently 
“flower-fresh.” And now, at last, this 
Sanitizing process had been applied to 
shoes, at a time when prospects of open 
shoes, dusty pavements, soaring tem- 
peratures and World’s Fair sightseeing 
lie just around the corner. Any style 
of shoe, from the latest “Dutchie” 
slipper to practical arch shoes, can be 
Sanitized simply by lining it with-Sani- 
Kid, a leather which is actively anti- 
septic. While this lining does not in- 
terfere with normal perspiration, it is 
said to halt bacterial activity and pre- 
vent the decomposition which causes 
the characteristic perspiration odor. 
Sanitizing not only assures the wearer 
of lasting daintiness, but its sponsors 





‘| say it helps to give leathers a new lease 


on life, by preventing deterioration due 
to perspiration. 


moters, gives the assurance of a larger 
market and rising profits for the shoe 
and leather industries. 





Sanitizing, in the opinion of its pro- 


Applicator Sponge 

Science can make a sponge more 
perfect than Nature in the fine-pore 
cellulose sponge introduced as an ap- 
plicator for shoe dressings by E. I. 
DuPont de Nemours & Company and 
already adopted by the Shinola Con- 
pany and the Knomark Company. Its 
current use is for white dressings be- 
cause it will not crumble in the hand 
and will not leave streaks and hair- 
like particles on the shoe. 





USMC Orchestra Presents 
Annual Concert 


Boston, Mass.—The orchestra of the 
United Shoe Machinery Corp. presented 
its eighth annual concert here to an 
audience of more than 2000 executives 
and employees of the company. The 
concert took place in the ballroom of 
the Hotel Bradford. Joseph C. Stout, 
office manager, is conductor of the 
orchestra. Jesus Maria Sanroma, 
official pianist of the Boston Symphony 
Orchestra, was guest artist. 

After the concert there was danc- 
ing, with music by the Beverly factory 
dance orchestra under the direction of 
Elias J. Mackey. 


Masters Expands Business 

Be.oir, Wis.—The Masters Shoe 
Shop, operated by Ralph K. Masters 
and his son, Edwin A., moved to its 
new location, recently, at 409 East 
Grand Avenue. Here the firm has the 
benefit of heavier traffic, and stocks 
have been expanded. Heretofore, only 
ladies’ and children’s shoes have been 
handled, but now a men’s line has been 
added. 

Mr. Masters, Sr., has been in the 
shoe business for 39 years, and his som 
has been associated with him during 
the past 14 years. 
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Bata Returns to Czechia 


New York—Jan Bata, head of the Bata industries, 
has returned to Czechoslovakia this week, according to 
Sam Smith, in charge of the New York office of the 
Bata Shoe Company. 

Mr. Bata left Czechoslovakia in his private airplane 
during the recent crisis and flew to the Netherlands 
and then to England, arriving on March 22. 

Before the occupation of Czechoslovakia by Germany 
Mr. Bata had been reported to be on unfavorable terms 
with the Nazi regime and since commercial communi- 
cations with Czechoslovakia have been difficult to ob- 
tain, exact information of the basis on which Mr. Bata 
has returned and the status of the business and its 
management are not known. 

The Bata factories are, at present manufacturing 
400,000 pairs of shoes per day, but since a large part 
of this is in factories outside of Czechoslovakia it is 
doubtful whether their position in the world markets 
will be greatly affected by developments in Germany. 

The Bata interests have factories in many other 
countries including the Netherlands, France, Switzer- 
land and England and in case of serious curtailment 
of their exports from Czechoslovakia they are in a 
position to quickly tap other sourees. ‘ 

The Bata interests own a tract of land in Maryland, 
but Mr. Smith does not believe that they have any 
plans afoot at present to manufacture shoes in the 
United States. 

The Bata factories have been exporting three to 
four million pairs of shoes to the United States an- 
nually, but with the termination on April 22 of the 
tariff concessions under the reciprocal trade treaty 
with Czechoslovakia by President Roosevelt, imports 
- from Czechoslovakia will undoubtedly be considerably 
reduced and shipments to America may be made from 
other plants. 


Other Nations Affected by 
Czech Proclamation 


Wasuincton, D. C.—The possibility of other coun- 
tries sending shoes into this country, under the “most 
favored nation” privilege, at the tariff rates established 
by the Czechoslovakian trade agreement, was eliminated 
last week when President Roosevelt by proclamation 
terminated the Czechoslovakian tariff concessions which 
have been in effect since March, 1938. 

The agreement, in so far as it covered goods manu- 
factured in the three Czechoslovakian provinces taken 
over by Germany, was effectively suspended two weeks 
ago by action of the Treasury Department, but there 
was some confusion as to whether goods manufactured 
in countries enjoying most-favored-nation treatment un- 
der the Administration’s reciprocal trade program could 
still be exported to this country at the tariff rates 
established under the Czechoslovakian agreement. 

Mr. Roosevelt’s order clarified this question. Tech- 
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nically, however, the agreement is still in existence 
with only its operation suspended and the President, if 
the occasion ever arose, could restore the pact to its 
former status. 

Shoes coming in from Germany, in addition to carry- 
ing the regular tariff rates, will be subjected to a 25 
per cent countervailing duty ordered by the Treasury 
Department if it is determined that the goods have 
been subsidized by barter policies. The Commerce De- 
partment has estimated that 72 per cent of United 
States imports from Germany will be subject to the 
countervailing duty. Shoes are not a factor in the 
estimate. 


Shoe Men Turn Gentlemen Farmers 
#, Mi_waukee, Wis.---Latest Milwaukee shoe executive 


‘to purchase a farm is Fred W. Callies, secretary-trea- 


sdrér of the Fred A. Mayer Shoe Co., who recently 
acquired an 80-acre farm near Nenomonee Falls, Wis. 
The farming, if any, will be under the direction of his 
son, Raymond, who a few weeks ago completed a 
course at the Wisconsin University Agricultural School. 
Other gentleman farmer shoe executives include Edward 
Huth, Charles Ortgiesen, Frank Weyenberg and Robert 
Matthews, while Tanners C. P. Vogel, A. O. Trostel, Jr., 


and Edward Gallun are also rural champions. 
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THAT BUILDS AND 
HOLDS BUSINESS 


FRED LEIGHTON 


129 Fifth Ave. New York, N. Y. 
For the Real Native 


> 
’ “Up " 
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Nu-Matie Shoes are Union Made 


Exelusively manufactured by Rehan Nu-Matle Shee 
Mfg. Company, 512 W. Florida St., Milwaukee, Wis. 








. 710—In natural or natural and brown steerhide. 
Whole sizes only (7 to 12) $19.20 Doz. 
. 770—in natural steerhide or white. Open toe. 
Women’s, 3 to 9, incl. half sizes. . .$18.00 Doz. 
. 700C—In natural steerhide, white or navy. 
Clesed toe. Women’s, 3 to 9, incl. half 
sizes $18.00 Doz. 
. 700—(not illustrated) Same as No. 700C but 
with low heel. In natural steerhide or white. 
Women’s, 3 to 6, whole sizes only. .$18.00 Doz. 
Men’s, 6 to 12, whole sizes only. . . $19.20 Doz. 














Kol Mu Mlalic 


CUSHIONED SHOES 


F.O. B. our New York Warehouse 
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Schmidt Store to Move 
to Larger Quarters 


PITTrsBURGH, Pa.—Schmidt’s Kumfort 
Shoe Co., one of the oldest individually- 
owned retail shoe stores in Pittsburgh, 
are moving to their new location at 534 
Smithfield Street, almost opposite their 
present location. Schmidt’s continued 
growth has forced them to larger quar- 
ters. Their new quarters were modeled 
from the sketches and photos supplied 
them by the Boor & SHOE RECORDER. 

Schmidt’s was originated’ by the 
father of the present owner, Albert J. 
Schmidt, back in 1876. Mr. Schmidt is 
very optimistic of the future and feels 
that greater things are in future store 
for the individually-owned stores of 
America. 

The store has handled one line of 
men’s shoes for over 45 years and are 
also specializing in health shoes for 
women as well as a style line. They 
were one of the original users of the 
X-Ray system, and have specialized in 
extreme sizes for men and women. 


Gude Opens Pasadena Branch 


PASADENA, CALIF.—Gude’s of Los An- 
geles have opened a branch store here 
in the center of town, where they will 
feature Arch Preserver and Styl-Eez 
shoes, as well as a general line of 
women’s shoes from $4.95 to $8.95. 


Leads Women in Fight 
For Toeless Shoes 


Mrs. Hazel M. 





desk shod in a pair of 1939 peek-a-buo 
sandals. 


Wants to Contact Trade 


New YorK—H. W. Douglas, of the 
firm Geo. J. Betts & Co., Ltd., London, 
England, plans to arrive in this coun- 
try on April 28 for a short stay to 
visit the World’s Fair. 

The Geo. J. Betts Company manv- 
factures various types of work and 
specialty footwear, and Mr. Howard 
states that while in this country he 
would like to contact members of the 
trade making all types of industrial 
footwear with a view toward repre- 
senting certain lines in London. Com 
munications may be addressed to Mr. 
Howard c/o the Shoe & Leather Mer- 
cantile Agency, 277 Broadway, New 
York. 


Wells Joins Krischer, 
Rogers & Fischer 


BALTIMORE, Mp.—C. R. Wells, who 
has represented Cambridge Rubber 
Company in the Baltimore area, has 
associated himself with Krischer, 
Rogers & Fischer, of Philadelphia. Mr. 
Wells will travel Western Maryland, 
Virginia and West Virginia. Harry 
Kaplan, who has so successfully rep- 
resented the Philadelphia firm, has been 
promoted to sales manager. He will 
continue to call on the trade in the ter- 
ritory that he has been covering but, 
in addition, will supervise sales. 
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25th Store for Adler Shoes 


New York—Adler Shoes for Men 
opened its 25th store at 249 West 42nd 
Street, between 7th and 8th Avenues, 
on Friday, March 31st. 

What was formerly a dilapidated 
building, with an auction sale store, now 
disappears and instead a new modern 
up-to-date Adler Shoe Shop takes its 
place. This helps to improve and dress 
up the Times Square district, and goes 
along with the general clean up idea 
prevalent now in this section, so that 
it greets World’s Fair visitors with its 
best foot forward. 

In celebrating this auspicious occa- 
sion, each purchaser of Adler Shoes for 
Men on Friday and Saturday received 
a $2.00, all purpose, Zipper Travelling 
bag free. 

This is the second store to be opened 
this year by the Adler shoe chain. The 
24th store was opened recently at 165th 
Street and Jamaica Avenue, in the 
Borough of Queens. 


Glossberg Joins French 
Bootery 


New York—Nat J. Glossberg, for- 
merly in business for himself on West 
46th Street, here, has joined the staff 
of The French Bootery, 22 East 57th 
Street. This store is featuring Parisian 
shoe fashions created exclusively for 
them, and is stressing the importance 
of shoes in relation to the complete 
dress ensemble. 


Committees Named for 
Northwest Show 


SEATTLE, WasH.—About 85 reserva- 
tions have been made so far for the 
Northwest Shoe Show, to be given in 
Seattle’s Olympic Hotel, May 28 to 31. 

Committees named for the conven- 
tion are: 

General Convention Committee: 
Andy Kopriva, Frederick & Nelson, 
N. J. Klasgye, Stetson Shoe Co., A. Y. 
Drain, Rhodes; Registration: Frank 
Slasor, chairman, Slasor’s, Seattle, 
Jim Swanson, Crescent Department 
Store, Spokane, Wash., George Camp- 
bell, Copp’s, Vancouver, B. C., Joe 
Hilton, Hilton’s, Bellingham, Wash., 
Henry Garcia, Rhodes, Tacoma, Wash., 
Don Ross, Barns-Woodin, Yakima, 
Wash., Bryl Adams, Wolf’s Department 
Store, Aberdeen, Wash., Lowell Bass, 
C. C. Anderson, Boise, Idaho, Ward 
Brazelton, Portland, Ore., Chet Smith, 
Adrian’s, Klamath Falls, Ore.; Recep- 
tion: Joe Pessemier, Pessemier’s, Ta- 
coma, Wash., Joe Kohls, Kohls’. 
Yakima, Wash., William Harbke, H. & 
H. Shoe Co., Portland, Ore.; Program: 
A. Y. Drain, chairman, Rhodes, Seattle, 
C. B. Shular, Rhodes, Seattle, Frank 
Duncan, Frank Duncan, Seattle, Elliott 
Robinson Rhodes, Seattle; Entertain- 
ment and Dinner Dance: Andy Smith, 
chairman, Bon Marche, Seattle, Mike 
Gannon, Frederick & Nelson, Seattle, 
R. A. Pickell, McCutcheon’s, Seattle, 


IN STOCK 
Order Yours Today! 
*3031 Nacural 
Gauchohide with 
Crepe Sole. 

*3032 Chestnut and 
Natural Gauchohide 
with Crepe Sole. 

3033 Chestnut 
Gauchohide with 
Leather Sole and 
Half Rubber Heel. 


B7-12 C612 D6-12 
$3.25, 5% 30 Days 


. Special ! 


These numbers can 
be brilliantly an- 
tiqued at no extra 
charge if a minimum 
of 24 pairs is order- 
ed. Antiqued or 
natural. The 
Gaucho is the 
woven - shoe lead- 
er. (Specify if 
“Antique” is de- 
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P. K. Friesen, Lloyd & Friesen, Ta- 
coma, Wash., Henry Gaul, Everett, 
Wash., Morris Cronkhite, Turrell’s, 
Seattle, Everett Nordstrom, Nord- 
strom’s, Seattle; Golf: Jack Conley, 
Frederick & Nelson, Seattle, Willis 
Hargreaves, Meier & Frank, Portland, 
Ore., Sam Rathman, Rathman’s, Bell- 
ingham, Wash., Wally Gray, Slasor’s, 
Seattle, Frank Sullivan, Bon Marche, 
Seattle; Membership: Art Schulein. 
Schulein’s, Spokane, Wash., Gar In- 
geldew, Vancouver, B. C., George 
Leahey, Peoples Store, Tacoma, Wash., 
Jim Lawrence, Meier & Frank, Port- 
land, Ore., O. C. Crowley, J. B. Wahl’s, 
Bellingham, Wash., E. H. Anderson, 
Aberdeen, Wash., Otto Warn, Warn & 


Warn, Spokane, Wash., Al Doose, 
Crescent Department Store, Spokane, 
Wash.; Luncheon: Lloyd Nordstrom, 
chairman, Nortstrom’s, Seattle, George 
Raymond, Turrell’s, Seattle, Fred Mar- 
tin, Rhodes, Seattle, Chet Greer, Bon 
Marche, Seattle; Publicity: Andy Ko- 
priva, chairman, Frederick & Nelson, 
Seattle, Casper Lane, Dunn-McCarthy, 
Dolph Hoyt, Fern Shoe Co., Everett 
Nordstrom, Nordstrom’s, Seattle, Nor- 
man Klasgye, Stetson, Seattle, Mar- 
garet Drain, secretary; Ladies Recep- 
tion: Mrs. A. Y. Drain, chairman, Mrs. 
Earl McDonough, Mrs. Art Naftzger, 
Mrs. Frank Sullivan, Mrs. Everett 
Nordstrom, Mrs. Andy Kopriva, Mrs. 
Dolph Hoyt. 
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Gallenkamp Stores Improved 


San Francisco, Cauir.— The Gal- 
lenkamp Stores Company are making a 
number of improvements in their 
stores in Northern California. 

The store at 836 Tenth Street in 
Modesto is undergoing an enlarging 
and modernizing program. George Gar- 
rison is manager in charge. 

Manager Frank Grimes’ store, which 
has been located at 2142 Chestnut 
Street, San Francisco, is moving to 
2169 Chestnut Street, where it will 
have nearly double the former floor 
space. 

The Gallenkamp store in the Mis- 
sion district at 2738 Mission Street, 
San Francisco, is to move to larger 
quarters across the street at 2710 Mis- 
sion Street. This store is under the 
management of Elmer Espeheth. 

Newest local addition to the Gallen- 
kamp chain will be in the triangular 
shaped building on the corner of Mar- 
ket and Eddy Streets, on which a lease 
has just recently been arranged. This 
will be a basement store in the location 
formerly occupied by the old All-State 
restaurant, and will be ready for its 
opening on May 1, according to present 
plans. The manager for this new store 
has not yet been chosen. 
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Named Shoe Buyers 
for Werner Co. 


San FRANCISCO, CaLiIr.—Harry Pol- 
giase, assistant manager under Har- 
rison Baker of the 255 Geary Street 
Salon of the Frank Werner Co., has 


HARRY POLGLASE 


been made buyer of women’s shoes in 
the 874 Market Street Store of the 
company. Mr. Polglase has been with 
the company since November, 1924, and 
in that time has ably qualified himself 
for his new position. 


JOHN J. MURPHY 


Another well-deserved promotion in 
the Werner organization is that of 
John J. Murphy, who, having been with 
the company since July, 1926, has re- 
cently assumed his new duties as buyer 
and manager of the 255 Geary Street 
Salon. 


NATIONAL BABY WEEK 
MAY 1-7 


This is the biggest merchandising 
event in the baby world—a week 
when the combined efforts of juvenile 
goods manufacturers and distributors 
will strengthen your efforts to sell 
more youngsters’ shoes. 


MRS. DAY'S 
IDEAL BABY SHOE Co. 








Re-Orders Large at Chicago 
Showing 


Cuicaco, Itt.— Shoe retailers at- 
tending the regular Monthly Shoe 
Buyer’s Day of the Chicago Shoe 
Travelers, held March 27 and 28 at 
the Morrison Hotel, made their first 
splurge of local buying of Summer 
shoes. Sport shoes in whites and com- 
binations which can be worn as soon 
as real warm weather arrives, sold 
especially well, Norman N. Souther, 
president, reports. There were also x 
representative number of future make 
up orders placed on all-whites in dress 
types and in pastel shades in sandals 
and varied open toe and open hee! 
models. 

Largest volume done at the show was 
in at-once shoes through orders placed 
by merchants running short of pre 
Easter stock. Black patents continue: 
to lead followed by blue. Japonica. 
which has been a question mark al! 
season, was reported to be selling wel! 
in the outlying areas and in smaller 
towns and cities in Indiana, [llinoi 
and Wisconsin. Wine shades, includ 
ing the regular wine, crushed cran 
berry and other versions, were third i: 
selling volume. Fresh Earth also con 
tinued to show interest. 

Traveling men handling sports shoes 
also reported excellent business, with 
many large orders and re-orders place 
by dealers catering to the college an‘ 
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high school trade: Crepe-soled shoes 
and a number of crepe sole and cork 
platform combinations were among the 
top novelty sellers. Most of the repre- 
sentatives reported a growing ten- 
dency to veer away from the saddle 
oxford and a rising popularity for the 
two-tone combinations. 

The next show will be held April 24 
and 26. 


Modern Window Lighting 
in New Store 


New York—Rushing final prepara- 
tions in order to be open for pre-Easter 
business a new Physical Culture Shoe 
store was opened Thursday, March 30, 
at 1014 Southern Boulevard, the Bronx. 
This store introduces to this important 
shopping street the use of fluorescent 
lighting in windows. This lighting is 
one of the outstanding features in the 
construction of this store. Slim tubes 
of glass, each 24 in. long, are set in 
groups of three in spaces in the win- 
dow ceiling. These tubes create a 
brilliant glow of evenly diffused light 
of daylight intensity and clarity. Thus, 
colors used in the window trim as well 
as the colors of the merchandise itself, 
stand out clear and true in tone. 

Special attention has also been paid 
to interior decorations of the store. 
Soft neutral tones of cream, beige and 
brown predominate in upholstery of 
modern chairs and wall colors. Carpet- 
ing is in rose beige. A 105-ft. depth 
and 18-ft. width give ample floor space 
for the comfortable arrangement of 60 
chairs. This spaciousness allows for a 
separation into different sections for 
serving men, women, and children. 


Faithfulness Rewarded 


Cotusa, CaLIr.—Because of his faith- 
fulness during his employer’s illness, 
Earl Fitch is now proprietor of a shoe 
shop and repair business. 

When the will of Frank G. Nutter, 
who died recently, was filed for pro- 
bate, the document disclosed that he 
had bequeathed the store, its modern 
equipment and the business generally 
to his helper, Fitch, as reward for his 
faithfulness. 


Judges Named for Window 
Display Competition 

New YorkK— Raymond M. Martin, 
chairman of the 42nd I. A. D. M. An- 
nual All America Window Display 
Competition, which is to be held at the 
Hotel Astor, this city, June 25-29, 
1939, announces the judges of this con- 
test to be the following: 

Lester Beall, artist, winner of Art 
Directors Club 1938 Award, and winner 
of award given by Advertising and 
Selling for distinction in design in 1939; 
Dana O’Clare, display director, Lord & 
Taylor, and Robert F. Bolton, New 
York poster and display artist. 

Raymond M. Martin is display and 
art director of the Consolidated Edison 
Company of New York City. 


PROFIT and 
Fifth Avenue or Main Street! 
Here are the Sport Shoes the 
girl of today is wearing. 


No waiting! On the floor for im- 
mediate delivery. AAA through C. 





STYLE 


_ 


The petite young Dutch miss, 
called Klompen, has nothing 
on her American sister when 
it comes to free and easy 
walking. Here are smart shoes 
styled up to the minute. 
Priced to fit the popular 
pocketbook. Write or wire 
today for samples and com- 
plete style booklet. 


$9.40 & 


$1801 All Over Golden 
= with Natural Crepe 


8170: All 
ip with 


Over 
Red 


Gelden 
Rubber 


$1702 Brown and White 
ubber 


| ~ with Red fi 
14 Iron Brown Suede Sole 


$9.85 


Every number on the floor today 
ready for at once shipment. In- 
crease your Sport Shoe business— 
the Klompen way. 


$8 1802 Brown and White 
Saddle with 14 Iron Red 
ubber Sole 





23 North 22nd St., Humboldt, Tenn. New York Office: 531 Marbridge Bldg. 


This annual contest is the largest 
competition of window and interior 
store displays. Last year over five 
thousand entries were received in the 
contest held at the Mayflower Hotel, 
Washington, D. C. 

For information regarding rules and 
classifications of this contest, write 
International Association of Display 
Men, Hotel De Soto, St. Louis, Mo. 


Moccasins Latest Campus 


Craze 


Cuicaco—College girls of the Middle 
West have now adopted another shoe 


fad. Latest craze on many of the cam- 
puses in this area is the wearing of the 
camp moccasin type shoe. The low- 
heeled and hard-soled models are ap- 
pearing in class rooms, on campus 
walks, and along the street at the 
University of Chicago, Northwestern 
University, University of Illinois in 
Champaign, University of Wisconsin at 
Madison, and at a number of smaller 
colleges throughout the area. 

The girls are wearing them with and 
without ankle sox over their silk stock- 
ings. Shoe retailers in these areas have 
had to place numerous reorders for 
these shoes which formerly they sold 
only for Summer sports. 
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Dancing Shoes and Taps | 
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PROFESSIONAL TAP DANCE SHOE 
IN-STOCK DUCHESS 


D T. NATHAN 
138 Lincoln St., Boston, Mass. 

















Morton Making Extensive Trip 


Boston, Mass.—Walter F. Morton, 
sales manager of Compo Shoe Ma- 
chinery Corporation, is making an ex- 
tensive trip through Pennsylvania and 
Maryland. He will call on all Compo 
licensees and inspect a number of new 
installations of Compo machinery which 
have recently been made in the terri- 
tory. 


Weil Reports Gain for Year 


Sr. Louis, MoM. K. Weil of the 
M. K. Weil Shoe Co., reports a sales 
gain of 22 per cent for the first two 
months of this year over the same 
period of 1938. Mr. Weil also states 
that his shipments for the first 15 days 
of March were equal to those for the 
entire month of March last year. 
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Finds Business Better 
On the Road 


Cuicaco, ILt.—Ernest I. Geddes, who 
represents P. W. Minor & Son, Inc., 
Batavia, N. Y., in Wisconsin, Minne- 
sota, the Dakotas, Iowa, Nebraska, 
Kansas, Missouri and parts of Illinois, 


ERNEST I. GEDDES 


finds business considerably better in 
his territory. Mr. Geddes joined P. W. 
Minor in November, last year, and 
since that time has been doing a good 
business for the firm in his territory, 
besides making many new friends and 
acquaintances among the trade. 

Prior to his association with P. W. 
Minor & Sons, Mr. Geddes was con- 
nected with the Irving Drew Company, 
Portsmouth, Ohio, for ten years. 


Paul G. Williams Joins 
Gregory & Read Co. 


LYNN, Mass.—Paul G. Williams, who 
recently resigned his position as head 
of the shoe division of Montgomery 
Ward & Co., has joined the Gregory 
& Read Company as a partner in the 
firm. He will have charge of the mer- 
chandising, styling and sales, making 
his headquarters in the New York 
headquarters of the company at 47 
West 34th Street. 

Mr. Williams got his start in the 
shoe business when a young man, as 
a traveling salesman for the Excelsior 
Shoe Co., Portsmouth, Ohio, which was 
operated by his father, Grant Williams, 
and his uncle, John Williams. 

He remained with that firm for 
three years, leaving there to go into 
the real estate business in Portsmouth. 
In 1929 he returned to the shoe indus- 
try, joining the Selby Shoe Company. 
He remained with this firm for eight 
years, during which time he was man- 
ager of the Styl-Eez division of the 
company. He left the Selby Shoe Co. 





IN ALL SPORTING REGIONS 


War Because Weejuns (and their 
brother Norjuns) are the comfortable 
answers to a sportsman's prayer for easy 
feet before or after strenuous days of 
sport. Their Moccasin comfort and Nor- 
wegian styling sell them on sight! And 
they look so carelessly smart on the other 
fellow's feet that each pair you sell be- 
gets new purchases. 

lf you'd like the BASS cstoleg of easy- 
selling, easy-outdoor footwear in a hurry, 
all you have to do is let us know. G. H. 
BASS & CO., Dept. 8S-15, Wilton, Maine. 


to go with Montgomery Ward in Jan- 
uary, 1937, remaining with that firm 
until his resignation this year. 


C. A. Safford Opens New Store 


HANNIBAL, Mo.—Carl A. Safford, 
after having sold his interest in Saf- 
ford, Wiley and McCall’s at Newton, 
Kansas, has opened a new store in 
Hannibal, Mo., to be known as Safford’s. 
Mr. Safford announces that he will op- 
erate under the Peters Shoe Company 
store plan. The building in which the 
new store is located has been com- 
pletely remodeled and redecorated with 
new fixtures throughout. Mr. Safford 
has sold shoes for the past twenty- 
seven years. 


To Add to Store 


LINCOLN, NEB.—Wells & Frost, 128 
North 10th Street, here, has leased the 
building at 132 N. 10th St., and plans 
to cut an archway between the two 
buildings, to take care of increased 
business. The present store will be de- 
voted entirely to men’s, women’s and 
children’s shoes, thereby more than 
doubling present capacity. Store fronts 
will be remodeled so that the two build- 
ings will present a unified front. 

Wells & Frost, one of the pioneer 
firms of the city, was established 42 
years ago by the late E. R. Wells. It 
has been in its present location for 25 
years. 
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Obituaries 
William L. Cahill 


CINCINNATI, OHIO—William L. Ca- 
hill, 51, former vice-president of the 
Cahill Shoe Co., and for the last sev- 
eral years associated with the P. Sul- 
livan Shoe Co., died on Sunday, March 
26, in Christ Hospital, here. He had 
been ill for a month preceding his 
death. 

Mr. Cahill was vice-president of the 
Cahill shoe firm, founded by his late 
father, Lawrence B. Cahill, until it was 
consolidated with the Sullivan company 
12 years ago. During the World War 
he served with the French Army. 

He leaves four brothers, Thomas, ex- 
ecutive of the Sullivan Co.; Harry, 
Lawrence, and Robert Cahill, and a 
sister, Mrs. L. F. Rattermann. 


Walter C. Chesley 


NortHwoop, N. H.—Walter C. Ches- 
ley, 72, shoe manufacturer, died at his 
home here March 29 after a long pe- 
riod of failing health. 

He was born in ‘Barrington and 
was graduated from Coe’s Northwood 
Academy. Before entering the shoe 
business, in which he served 25 years 
as general manager of the East North- 
wood shoe factory, he was a mathe- 
matics instructor at the old Northwood 
Seminary. He was still principal 
owner of the shoe business at the time 
of his death. 

Mr. Chesley had resided in North- 
wood about 45 years and had been a 
member of the School Committee and 
Board of Selectmen in Nottingham. 


Lawrence W. Morrison 


MILWAUKEE, Wis. — Lawrence W. 
Morrison, 56, head of the Morrison 
Shoe Co., shoe manufacturers, died 
March 26 of a heart attack. 

A native of Canada, Mr. Morrison 
came to Milwaukee in 1911. After 
ening +4 for several shoe companies 
here, he helped organize the Kozy Kom- 
fort Shoe Co. in 1922 and served as its 
vice-president for a number of years. 
In 1936 he went to Mundelein, IIl., 
where he operated a shoe factory under 
the same name. He returned in 1937 
to found the Morrison Shoe Co. Sur- 
Vivors include his wife, two sons, and 
a daughter. 


Harry W. Langdell 


MANCHEsTeR, N. H.—Harry W. 
Langdell, for many years works man- 
ager and director of the British affi- 
liate of the United Shoe Machinery 
Co. of Boston, died here recently, at 
the age of 67 years. 

He was a native of New Boston, and 
although he lived in England 35 years, 
had always maintained a residence in 
that town. He retired from business a 





SHOES FIT 
TO A ee af 


When you use 
the new 


i 
vicuee 


It gets the right size the first time— 
quick as a flash! Salesmen who use 
it make fewer trips to stock—sell 
faster—have more time to serve more 
customers. 


The speed and accuracy of this scien- 
tific new measure create the cus- 
tomer’s important first impression that 
your salesman knows how to fit shoes 
well. Well fitted shoes contribute to 
customers’ health and comfort and win 
their loyal patronage. 





The only foot measure made and sold by the inventor of the Heel-to-Ball Fitting System. 
Send your order or write for more details. $8.50 each; two for $15. 








5 star features of the T-SQUARE 
FOOT MEASURE: 


% T-square construction for precision. 


*% Measures length from heel to ball 
and from heel to toe. 


*% The spring tape measures depth at 
the ball of the foot and automati- 
cally gives the correct width. 


*% Does double duty—it can measure 
both feet at the same time. 


*% Easier to use. The “TT” Square 
goes around the foot, not under it. 





MARBRIDGE t 


CHARLES HENRY BROWN & SON, INC. 47 wesr3¢s. sr, new vork cn 





year ago and returned to the United 


States. Prior to returning to New 
Hampshire he passed some time in 
Florida. 

Beginning his connection with the 
United Shoe Machinery Co. as a youth, 
he worked his way up to the high 
position from which he retired. 

Surviving are his widow, Mary Lang- 
dell; two sons, Frank and Harold 
Langdell; a brother, Samuel F. Lang- 
dell, and two nephews. 


Stephen M. Rohring 


DENVER, CoLo.—Stephen M. Rohring, 
67, Rocky Mountain representative of 
the Peters Shoe Co. and the Weyen- 
burg Shoe Co., died March 26 in St. 
Joseph’s Hospital after an illness of 
five weeks. 

He was a member of the United 
Commercial Travelers, the Modern 
Woodmen and of the Elks. 

Burial was in Fairmount Cemetery. 

He is survived by two sons, Stephen 
and Maxwell Rohring, of Los Angeles; 
two brothers, George and Charles, and 
a sister, Miss Josephine, of Higgins- 
ville, Mo., and one grandchild. 





Celebrates 42nd Anniversary 
in Modern Store 


Rep OAk, Iowa—Paul Sundell, owner 
of the Sundell Shoe Co. store here, 
held a double celebration when he threw 


open his new store for a formal in- 
spection on March 24-25. 

The occasion marked the 42nd anni- 
versary of the founding of the Sundell 
Shoe Co. here in 1887 by his father, 
O. W. Sundell, and also gave citizens 
of the city an opportunity to view the 
newly-remodeled and redecorated store 
that is now one of the most modern 
in the business district. 

The new front is of modernistic 
glass in maroon and cream, with show 
windows arranged to give an extra 
amount of display space. A new gold 
neon sign is soon to be added. 

Stainless steel is used in all fixtures, 
and the inside decorations harmonize 
with the front color scheme, 

The store was open from 7 to 11 
p-m. on March 24 with special shoe 
factory representatives in attendance 
to answer questions pertaining to shoe 
problems. Favors were given to women 
and children guests on both days. 


Weiss Joins U. S. Rubber 


BALTIMORE, Mp.— William Weiss, 
well known in Baltimore shoe circles, 
has just been assigned to represent 
United States Rubber Company in the 
Baltimore territory to succeed Mr. 
Rolnick, recently deceased. Mr. Weiss 
was at one time assistant to Nathan 
Schenthal, of Hochschild, Kohn & Com- 
pany, and more recently the buyer of 
the ladies’ better shoes for The Hub. 
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Carton Labels 


LA BELS 


TOLMAN- DAVIDSON 
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Shades of the Barbary Coast 


PASADENA, CALIF.—Under four pen- 
nants in “swashbuckling” pirate colors 
stands Long John Silver, complete to 
wooden leg and parrot on shoulder—so 
Joyce of Pasadena in a clever release 
present their swatches and dramatize 
their four “Barbary Coast” colors— 
Pirate Purple, Buccaneer Blue, Green 
Gold and Barbary Rose. High style in 
California and Florida this Winter, 
they are destined for Summer volume 
everywhere to supplement staple blues, 
whites and other proved successes. They 
are stunning in solids and also in com- 
binations such as Green Gold and Pi- 
rate Purple, Barbary Rose and Buc- 
caneer and any of the four with white. 





Chicago Travelers Start 


Member Drive 


Cuicaco, Itn.—The Chicago Shoe 
Travelers have started a special mem- 
bership drive, Norman Souther, presi- 
dent, announces. Hymen Miller, of the 
International Shoe Company, has been 
made new membership chairman. 





Herbert V. Hunt 


Peasopy, Mass.—Herbert V. Hunt, 
70, president of Hunt, Rankin Leather 
Co., tanners of calf leather, died Sat- 
urday, April 1, after a long sickness. 

He was superintendent in the tannery 
of White Bros., of Lowell, back in the 
days when that firm was making the 
celebrated box caif leather. 

Later, he became superintendent of 
the National Calfskin Co. factory. Soon 
after, he and Burt W. Rankin formed 
the Hunt, Rankin Leather Co. and 
erected a large factory in Peabody for 
making fine calf leather. 

Mr. Hunt was a director of the War- 
ren National Bank of Peabody, a mem- 
ber of several trade organizations, the 
Homestead Golf Club, the Corinthian 
Yacht Club, and several Masonic bodies, 
including Aleppo Temple. 

He is survived by his widow and 
three sons. 





Predicts Popularity of 
Crepe Soles 


St. Louis, Mo.—It’s a crepe sole sea- 
son ahead, according to Men’s Shoe 
Department Buyer John Jouett, of Stix- 
Baer-Fuller. Popular trends going into 
Spring are light tans, light browns, 
antiques and luggage shades in crepe- 
sole oxfords, with crepe soles making 
up a good 25 per cent of the early- 
Spring volume, as well as all during 
the Winter season. During March Mr. 
Jouett turned all eight display cases 
in his newly done-over section over to 
crepe sole promotion, and got the best 
results he has ever experienced. 

After Easter, Stix-Baer-Fuller will 
promote brown and whites in sport 
oxfords, convinced that this style will 
represent equal volume with whites 
alone. Woven oxfords in particular are 
being played up in brown and white, 
with a consistently good demand for 
novel patterns. The square-toe is dy- 
ing out in popularity, Mr. Jouett said, 
pointing out that they have declined 
steadily since December of last year. 

The department is going out after 
strictly sportswear sales immediately 
after May 1, Mr. Jouett said, and will 
use one of the most extensive news- 
paper programs of the last ten years. 
Bad weather bringing inconsistent sea- 
sons hampered last year’s selling, and 
the store is out to make it up for 1939. 





Trade Literature 


Altschul Features In-Stock 


Brooxtyn, N. Y.—Julius Altschul, 
Inc., manufacturers of juvenile foot- 
wear, have issued a new in-stock folder 
showing their most recent styles for 
immediate delivery. These include 
smart Summer oxfords, some of them 
being ventilated types, also sandals and 
sandalized strap patterns. Materials 
shown are tan calf with lizard trim, 
patent leather, tan and white elk and 
white Bucko. 
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The X-Ray 
enables a 
map to S. 

that his 
shoes fit 
properly. 





A MAN 1S LOYAL 


. .. to the shoe merchant who makes 
special effort to provide for his foot 
health and comfort! X-Ray Fitting is 
visible evidence of such effort,and 
makes the customer a partner in the 
fitting operation. He expresses his 
satisfaction by coming back for con- 
vacvuy, fn ued satisfaction 

ING .. .andtells his friends 
about it. Such loyalty 
is profitable. May we 
tell you more aboutit? 
X-RAY SHOE FITTER, INC. 


3533 N. Palmer Street, Milwaukee, Wisconsin 











Signposts to Fall 
[CONTINUED FROM PAGE 88] 


Henna and Burnt Toast for casual and 
country. 

In the Leather Pit in the Grand Ball- 
room of the Waldorf, the same trends 
were noted. After black, mahogany 
brown was in general demand. In the 
wine family, a clear red tone like Bor- 
deaux Rouge was the most popular. 
Some blue, of course—Marine or Pari- 
sian. And a little more interest than 
usual in green, a darker green than 
Fairway being desired. All the country 
and casual type leathers were setn in 
the French Cognac, Burnt Toast and 
Red Henna tones. A new beige spe- 
cially dyed for the “spat” shoe. A 
very interesting tweed effect in suede. 

In finishes and kinds of leathers, the 
suedes and smooth leathers were lead- 
ers with the crushed and grained cut- 
ting into them more than usual this 
year. In the grained we should in- 
clude reptile—especially alligator—in 
the genuine and in wonderfully clever 
prints. Also pin seal which appears to 
be gaining in importance. In the 
crushed leathers a very heavy skin for 
sport and children’s shoes is new. A 
pleated effect done in the tanning of 
suede is also a new idea. An unusual 
effect has been obtained by perforating 
a fine reverse leather at another tan 
nery. The leather puffs out betweer 
the perforations and looks as though it 
had been quilted all over. 
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Why is UNISHANK of importance in this portrayal of faultless 
UNISHANK simplicity and youthful charm? All the vitality and grace of her 
poise depend upon the strength and rigid support built into 


the shanks of those delicate, snug-fitting shoes. 


With UNISHANK they will not let her down! 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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How P.M. System Can Reduce Odds and Ends 


[CONTINUED FROM PAGE 37] 


bill on it and have done with it. If 
that doesn’t move it, for gosh sakes 
don’t wait for some pirate to come 
along and offer you 15 or 20 cents for 
it, throw it out at $1.00 and win new 
friends with it. The small-town dealer 
may think he is getting those odd shoes 
out of his town when he sells them 
to a jobber but they or some other 
shoes will find their way back to the 
store right around the corner from him 
if there is a cut-rate store there. 

Some shoe merchants, I understand, 
have an aversion to putting P.M.s on 
their shoes. Better let the salesman 
make $1.00 or $2.00 on it than to sell 
it for many dollars less than you paid 
for it and put it out in competition 
with your own sales. Put yourself in 
your salesmen’s boots and shoes. You 
bought the shoe—did you sell it to your 
salesmen or just take it for granted? 
They have given you an honest en- 
deavor to sell it or you wouldn’t have 
them in your store. Perhaps you didn’t 
know it wasn’t selling until it was too 
late? 

After weathering the depression as 
best they could, salesmen are now re- 
quired to pay their own traveling ex- 
penses, with no advances to keep them 
going while they swing back into the 
old business routine. Now many sales- 
men are no longer able to do this and 
those who are able to do so are natu- 
rally anxious to make every call pay. 
They cannot be blamed for selling to 
every merchant who will buy a dozen 


pairs or more, whether or not that 
merchant conducts his business in a 
manner worthy the shoe industry. This 
spreads the shoes around and eventual- 
ly some of them find their ‘way into 
channels that make losses for other 
dealers. ; 

Credit men, too, must take their 
share of the blame, Many a merchant 
today who was forced to liquidate his 
business under crushing pressure, is in 
a better financial condition because he 
has learned from bitter experience not 
to let his stock become overbalanced. 
Those credit men who look askance at 
al] merchants who have had a liquida- 
tion should now look behind the scenes 
and not forget their old friends en- 
tirely. 

Why not a united advertising cam- 
paign to the public, educating it to buy 
certain shoes from AUTHORIZED 
dealers only? Let only those dealers 
display the sign of AUTHORIZED 
DEALER OF SPICK & SPAN 
SHOES. Most dealers are advertising 
“just shoes” with no manufacturer co- 
operation. We should build a_ back- 
ground of advertising on the quality of 
the shoe, emphasizing all that goes into 
its production. Teach the public to 
purchase only from AUTHORIZED 
dealers and tell it why. Put Romance 
back into shoe advertising—stop over- 
loading the dealers’ shelves and elimi- 
nate the losses by converting them to 
profits. 





Dayton Retailers Hear 
Salesmanship Talk 


DAYTON, OnI0—At the largest meet- 
ing in the history of the Dayton Shoe 
Retailers’ Club, J. P. Moonan, sales 
educational director of the United 
States Rubber Corporation, gave an in- 
spirational talk to more than 150 men 
and women following the dinner meet- 
ing held in the Adams room of the 
Miami Hotel. Paul Crawford, club 
president, presided as toastmaster, in- 
troducing W. W. Stephenson of Cincin- 
nati, district sales manager of the 
United States Rubber Corporation, who 
in turn, presented the speaker. 

Emphasizing the points that quality 
merchandise and genuine service to the 
customer were the principal things 
every customer seeks when entering a 
store, Mr. Moonan divided his subject 
into five parts: window displays; in- 
terior displays, personal contacts, U. S. 
mails; newspapers and radio. 

After a customer enters an esta)lish- 
ment, there should be an attractive dis- 
play for “impulse sales,” he said. Such 
sales rank high, and 45 to 57 per cent 
of such sales are by customers who did 
not intend to buy when entering the 
store. 

“Personal contacts are the most im- 





portant factors in retail selling today,” 
said Moonan, “and a store is no better 
than the salespeople in it. While we 
all know about the necessity of a smile, 
we must not overlook the point of a 
good voice. By a good voice is meant 
one that sounds sincere and convincing 
to the customer. 

“We must always look at the cus- 
tomer from our own viewpoint and 
with as much helpfulness as possible. 
While she may have come into the store 
to purchase a specially priced pair of 
shoes, the alert sales person will tact- 
fully guide her away to a higher-priced 
pair, citing definite reasons why the 
higher priced shoes are more satisfac- 
tory in all respects. 

“Intelligent suggestions are equally 
important and if the salesman or sales- 
woman has an intelligent knowledge of 
the merchandise to be sold, there will 
be little difficulty in selling merchan- 
dise and at the right price.” 

In discussing sales promotions, Mr. 
Moonan indicated that there should al- 
ways be a continuity of appeal and 
that advertising should be sustained 
throughout the year. 

Shoe salesmen and women from vir- 
tually every department, specialty and 
men’s furnishing stores in Dayton had 
their entire staffs at the dinner meet- 


ing. Miss Edith Johnson, Robert 
Ritchey and Miss Ruth Black, all of 
Richmond, Ind., motored to Dayton to 
attend the biggest event in the club’s 
history. A delegation of fourteen came 
from Lima, Ohio, and three from 
Franklin, Ohio. 

Before the close of the meeting, Pres- 
ident Crawford named Louis A. Miller 
chairman of a committee to make plans 
for a white shoe week promotion. Serv- 
ing with Miller are: Edward Blom- 
quist, M. H. Riggs, A. G. Bramlage and 
Harry Pepple. A report will be sub- 
mitted at the April 12 meeting. 





Promote Kid for Spring 


M1aM!I BeacH, FLA.—An interesting 
build-up for kidskin as a Spring shoe 
resulted in an almost complete sellout 
the first week they were introduced in 
ihe I. Miller “Store of Tomorrow,” on 
Lincoln Road. Mrs. Mable Bartles, 
manager, ran a series of teasers in the 
local papers for a week or more in ad- 
vance. The space, about four inches 
by four inches, was bordered in a scroll 
repeating over and over the word 
“Miller.” Inside were a couple of 
gamboling kids and the statement, 
“The Kids are coming.” This was fol- 
lowed by “The Kids are coming to 
stay,” “The Kids are with us,” and so 
on. The last ad., a 9 x 4-in. space, told 
that “I Miller drapes your foot in kid- 
skin.” 

Several windows were devoted to the 
new kidskin sandals, and when cus- 
tomers saw the clever, comfortable. 
smart models, the wide array of col- 
ors, and the satisfaction with which 
kid could be worn with new Spring 
costumes, they bought. 

Matching bags were offered with the 
shoes, but these were of baby calf dyed 
the same as the kid. 


Rickard to Manage Shoe 
Section 


Los ANGELES, CALIF.—Jerry Rickard 
is now in charge of the Ranleigh shoe 
section in the new I. Magnin Shop on 
Wilshire Boulevard. Joseph Sanders is 
assisting him. Both men were pre- 
viously connected with the Bullock 
downtown Budget Shoe department. 


Kay’s Shoe Salon Opens 


PrrrsspurGH, Pa.—S. M. Kay, former- 
ly with the Ladies’ shoe department at 
Kaufmann’s, here, has opened a new 
shoe salon at 706 Park Building, under 
the name of Kay’s. Mr. Kay’s previous 
connections included seven years’ ex- 
perience as assistant advertising man- 
ager and western salesman for the Dr. 
A. Posner Shoe Co., New York; over 
a year’s experience with the Wieboldt 
Stores in Chicago as manager of the 
children’s and men’s shoe departments ; 
one year with Bamberger’s, Newark, 
N. J., as manager of the women’s shoe 
department, and eight years with Kauf 
mann’s, Pittsburgh, as assistant buye' 
of women’s shoes. 
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BUY as you SELL 


And Avoid Frozen Capital in End Sizes 
The Recorder Stock and Daily Sales Record Helps 
You Do Just That! 


Insures Accuracy of Buying Judgment 





Steck “If a $5 Gold Piece Falls Thru 
Gieth a Crack in the Floor”’—is the 
Sade title of our instruction brochure 
red imitation | for keeping stock records:— 


pains tect Supplied with each order for 


and corners, . 
gold lettering the Stock Record System. 











One hour a day keeps your records com- 
plete— 

Every sale and purchase recorded - 
Visible daily turnover and sales report- 
with monthly inventory of each stock 
number — 

Shoes on hand, on order, due, returns, 
transfers in or out from branch stores— 


FOR GROUP OWNED STORES 


—the Stock Record System used in conjunction 
with the MASTER STOCK SHEET and the cen- 
tral office CONTROL FORM, also a COMPARI.- 
SON FORM for sales of total pairs by seasons 
and years, gives the merchant-owner complete 
stock control wi:h style and sale trend. 





Complete Working Outfit . . . . $7.25 


(West of Denver 


Consists of: 
Black Cloth binder—11%%” x 1354” 
100 Daily Sales and Stock Sheets, (Form 
#100) and 1 Comparison Form 
2 Inventory Pads (100 sheets) 
2 Buying Order Pads (50 sheets) 
(or 4 of each, as preferred) 
1000 Carton Tickets and Clips 











(as preferred) 

Above, not including Carton Tickets or Sales 

le ec ncececwkebasseses< $5.00 

(West of Denver 
Check with order, please, unless C.O.D. Shipment 
is preferred. 
Sales Record Slips: Orders filled for any forms preferred. 
Per Pad (100 Slips) 


~~ py fo ' Shoe Carton Tickets and Clips: 





PROFIT CHARTS—25c. each; an accurate method of figuring 
selling prices. 


WRITE FOR OUR FREE BOOKLET ON STOCK-TURN. 


MERCHANTS SERVICE DEPARTMENT 


Boot and Shoe Recorder 
209 So. STATE STREET CHICAGO, ILLINOIS 
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SALESMEN WANTED 


POSITION WANTED 


BUSINESS OPPORTUNITY 





PLM ag Maes te 


Address $161, ca Recorder, 
soar Rape Ree You NY 


WANTED Safety Shoe Salesman :—lInteresting 
tion for salesman with ae < in 
industrial  ~ for safety shoes. Salary & 
q = Write patios 
ualification ° reference. gt g HH 
Boot & Shoe Repeater, 239 AGvest 39th Street, 
New York, N. Y. 


. LARGE slipper manufacturer wants side line 
salesmen, straight commission, New Jersey, 
Delaware, Maryland, Virginia, Wea" Virginia 
North Carolina, South Ca " 
cat Mississippi, Florida, Oregon, Washi 
State full particulars. Address $191, care 
& Shoe Recorder, 239 West 39th Street, New 
ork, 


SALESMAN between 30 and 45 years of age, 
to cover the territory of Oregon, Washington, 
Idaho and Wyoming, by a well known manu- 
facturer producing a A Pron priced line of 
Misses’ and Children’s, Growing Girls’, and 
Boys’ shoes. Compensation on commission basis 
only, payable weekly. Man 

aneme to the trade. Address $188, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
ork, N. 


SALESMAN to retail trade in Ohio, Michigan 
and Wisconsin also for gia and 

Alabama to represent old established, wibety 

known manufacturers of lar-priced sli 

and sandals. Write full particulars. T85, 

care Boot & Shoe Recorder, 239 West 39th 

Street, New York, N. Y. 


SALESMEN: With following of shoe chains, 

department stores, and volume accounts shoe 
stores to represent well known manufacturer of 
shoe dyes and dressings. Large Commissions. 
Address $189, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 























HELP WANTED 
UPERINTENDENT WANTED FOR 
S LARGE 1.98 SANDAL FACTORY TO 
BE OPENE NEW ENGLAND. LIB. 
ERAL REMUNERATION BUT MUST 
HAVE RECORD OF ACCOMPLISHMENTS 
THE IVE ALL DE- 


IN FIELD. G 

TAILS. ADDRESS $176, CARE BOOT & 

SHOE RECORDER, 239 39TH 

STREET, NEW YORK, N. Y 

WANTED: SHOE MAN. Require mer- 
chandise man, and one who can take cha’ 





of growing shoe store in W. Palm Beach, 
Address ¥y! care Boot & Shoe Recorder, 239 
West 3 h Street, New York, N. 





FOR SALE 


Si STORE. Fast aciaeane town on 


Sree Bet Ioatign 86,000.00 cash 
ifaen 78, care Boot & Shoe Recorder, 239 





Street, New York, N. Y. 








Experienced 
Sales Executive 


with nation-wide reputation 
is interested in becoming as- 
sociated with concern manu- 
facturing women’s four to 
five dollar retailers. This 
man can increase production 
from five hundred to a thou- 
sand pairs per day. Only a 
reputable concern will be 
considered. All correspon- 
dence held strictly confiden- 
tial. 
Address No. 198, care 

BOOT AND SHOE RECORDER 
140 Federal Street, Boston, Mass. 











MARRIED . f~4 41 with over 23 years’ 
knowledge of shoe retailing, buying, win- 


PROFIT and opportunity unlimited on my 





unique method baby shoes into 
Ends and Instructions 
very reasonable. Write—! E. Watson. Belle 
tentahen, Obio. 
FOR SALE 





B FAUTIFUL new modern shoe store with 
established business on nationally advertised 
brands of men’s and women’s shoes. Will sel! 
stock and fixtures or move out merchandise and 
sell equipment at sacrifice price. Rent reason 
able in good Brooklyn location. Address $187 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





LINE WANTED 


SA LES executive leaving for West Coast about 
May 15th to establish permanent selling or 
ganization seeks manufacturers not already repre 
sented. Commission basis only. Address $197, 
care Boot & Shoe Recorder, 239 West 39t! 
Street, New York, N. Y. 








wHe se | Ly: business from Chicago Ter 
ritory? a factory (house slipper factory 
preferred) e wnat more business in Chicag 
and surrounding towns, I can offer experience, 
contacts and the best following with all types of 
stores. I want to represent a line that can b< 





dow trimming, foot-fitting and store 
ment, wishes to make connection with progres- 
sive firm. Good references. Will consider 
traveling for established factory line. Address 
$194, care Boot & Shoe Recorder, 239 Weet 
39th Street, New York, N. Y. 





er - “¥-r- Chiropodist in New York City 

desires to make connection preferably in the 
South or Psu) Opportunity rather than high 
starting salary important. Address $192, care 
Boot & Shoe Recorder 239 West 39th Street, 
New York, N. 





MANUFACTURERS -- RETAILERS. This 
man with many years’ experience manufac- 
turing and retailing shoes in Germany, desires 
connection with scme firm in this country. Bd 
chief buyer for 15 me | for Leonhard Tietz 
Store in Cologne and was a partner in 

in & Co. shoe mfr’s for S years. 

Excellent references and q tions—Is citi- 
zen of United States. pv ee = Wein- 
berg, 25 Central Park, West New York, N. Y. 










RRECTIVE SHOES. .. RETAII. 
SALESMAN. I offer 27 years of —, 


ful active experience, I have ed some 
the agg * im stores in New York, “Wash 
ae , Detroit, etc. I = 47 years of 


healthy—W go anywhere, 
on event pool Fg Aa Credentials 
erate salary. Address $164, care Boot ki 
Recorder, 339 West 39th St., New York, ner 








ful. I prefer to have a line that is 
partly established. I do not want a line that 
holds out house accounts. If you want grade 
representation write $186, care Boot Shoe 
Recorder, 209 So. State St., Chicago, Ill. 








N copesienses salesman, with established 
A trade in Maryland and Washington, D. C., 
desires Manufacturers line = cheap House 
Slippers and Beach Sandals, also cheap line of 
tennis shoes. Address COniMISsION, 2442 
Callow Ave., Baltimore, 





LINE WANTED—Men’s $3.00 & $4.00 Dress 
rok oy _ Seesigne Comm. * nddvene 319; : 
r ess 
care Boot & Shoe Recorder, 209 So. State S:, 

Chicago, Til. 





SALESMAN with 9% years’ West Coast experi 
ence wants line for Coast territory. Either 
complete line of Women’s, Men’s and Children’s 
or ape | line. Know Retail, Chain and 
Jobbers influentially. References guaranteed 
Address $199, care Boot & Shoe Recorder, 2°'° 
West 39th Street, New York, N. Y. 





SAieees with 9% years’ experience wan's 
line for Northeastern Pennsylvania territo:) 
Either complete line of Women’s, Men’s ar‘ 
Children’s or Specialty line. r 
Chain and Jobbers influentially. Referer 

guaranteed. Address $200, care Boot & Shoe 
ee 239 West 39th Street, New York. 











aes, os Sealer, dented 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
charge, 75 cents. For all other classified Minimum 


advertisements the rate is 7 cents per word. 
twelve words should be added for the address. In all other cases each word of the 


advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
S* Advertisements for or this page must be in our New York office on Friday of the week preceding publication “®® 


charge, $1.25. 
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WANTED TO PURCHASE 


TO LEASE 


MERCHANTS’ NEEDS 





LARGE RESPONSIBLE SHOE MANUFAC. 
UNABLE FILL G 





2 
NEW YORK, N. Y. 





WE BUY 


ns, Stetson, 
IRVIN BUBIN 
89 Reade St. Cor. Church 
oo r. 
Barclay 7.7887 New York City 








Buyers of Surplus Stocks 
on will buy surplus or aan ome of shees 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 





TO LEASE 


Shoe department in established popular priced 

women's shop located in thrivi Michigan 

city of 70,000 population. Excellent oppor- 

tunity for live wire operator, either inde- 

pendent or chain. 

Address £190 care BOOT & SHOE RECORDER 
208 Se. State Street, Chicago, Illinois 

















MERCHANTS’ NEEDS 








DETAIL YOUR SHOES 


40% More Styles in 
Window Without 
Crowding 
Ei For All 
i) Men's, Boys’ or 
\ } Misses’ Shoes 
Pe — 
PAT. PEND. INVISIBLE 
Also Excellent Heel Rest—Display Shoes at 
All Angles 


Price—§2.50 Per Doz. Pairs 





GOODHUE & CO. 
18 DYSART ST., QUINCY, MASS. 














SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, inc. 
1 READE EET, NEW YORK, N. Y 
Telephone WORTH 2-5180-518! 














PATENT ATTORNEY 











No Mis-Mates with Mate Marks 


: ND CARTON 


Gus V. Wells—686 45th—Des Moines, la. 


‘TIL AY I) EB 

Shoe Re Shaping IF vices 
a Alter Shoes to Fit 
7 Abnormal Feet 














Feature Ensemble Idea 
for Men 


Los ANGELES, CALIr.—Capitalizing 
on the widespread interest in the new 
green shades that are so popular in 
men’s clothing this Spring, The May 











Company are featuring men’s ensemble 
windows, dramatizing the proper shoes 
to be worn with green clothes. This 
promotion of “What to Wear With 


PROVIDE FOOT COMFORT 


with the original 
SHOE DOCTOR SHRINKERS 


FOOT COMFORT easily 
provided for hard-to-fit or 
abnormal feet. Our Shoe 
Doctor Shrinkers when used 
with our specially pre- 
pared fluids, give the 
proper fit to shoes which 
fit large around the top, 
slip at the heel, or gap at 
a the sides. Any fullness or 
$] 2-00 wrinkles in leather or fab- 

ric are easily shrunk with- 


Curved type tren out harm. 
Special combination offer $25.00 (fluids in- 
cluded in above prices) f.o.b. indianapolis, 
Indiana. 
Eastern Representative: Charles Henry Brows 
& Son, Marbridge Bidg., New York City. 
Send your order or write for detail information 


E. C. SMELTZER CO. 


121 EB. Gist Street, Indianapolis, ind. 





LEARN ADVERTISING 
a Home 


IF you are an executive, a junior 

executive, or a person with good 
background, you will find the Vincent 
Edwards Correspondence Course in 
Advertising educational: interesting: 
valuable! 


It is a high-grade course, on an im- 
portant subject, the knowledge of 
which will make you a more effective 
business person. 


lt teaches how to write: it teaches 
advertising: it teaches merchandis- 
ing: it develops clear thinking on busi- 
ness subjects. It is an advanced 
course for mature people. 


Write today for the free booklet 
.«« it is interesting, inspiring and well 
worth reading. 


VINCENT EDWARDS 
ADVERTISING COURSE 
342 Madison Avenue New York City 











Green,” is being carried out both in 
the larg: show windows and in the in- 
terior displays in both the shoe and 
clothing sections. Men are showing a 
decided interest in this promotion, as 
evidenced by the greately increased sale 
of the various shades of brown shoes to 
go with the business and sports types 
of clothing. 





